























I HIe effective display of varied mer- 


chandise brings to the fore many difficult 








display problems that only the experience 





of many vears of specialized service can 


solve. As pioneer manufacturers of 





plastic display fixtures we are constantly 





called upon to study these problems and 
their satisfactory solution enables us to 
develop standard fixture units to meet 
similar requirements. With us it is a 
thrill to produce units that effectively 


assist merchants and displaymen to ever 





do a better visual merchandising job. 





Visit our exhibit at the 
New York Display Market Week 
Rooms 532-533 Hotel New Yorker 

June 24-28 





HANGING SHELF DISPLAYER 


42" high, 22" wide with six 8" round adjustable 
lucite shelves. 











Can be had with two units, 28" high, 22" wide. 


Also single unit, 16" high, 22" wide. 


SCHEUER 
FIXTURES 
mmc 7 emt 


307 WEST 38'+ ST.. AT EIGHTH AVE., NEW YORK CITY 18 


ORIGINATORS AND 











MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 


RAR GIS 
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RALPH A. MEYER CHAS. D. SHIELDS 
110 Wash. D.¢ Mir Ill 


LINE IS READY 


These men are on the 
way to show it to you 














; WRITE AND ASK US WHEN 
Che BC. Minn THEY WILL BE IN YOUR CITY 


Tenn, Ala 
Ark 
La. 


Ga 
Fla. 


in g s 
GUY REIGLER HALLETT GOOGINS 






or ER a Ne Wyo Utah } Me RI NI 
FREE! New Fall and W [ STE N S G A A R D See Our Exhibit 
Christmas Catalog . . 
over 300 New Designs NADI 
75 Suggestions for D A C A F ss Panel and Foyer Rooms 
| New Yorker Hotel, New York 


How To Use 


Send For Your Copy Today 346 N. JUSTINE ST., CHICAGO 7, ILL. June 24th to 28th Inc. 








Display’s Great Monthly Digest 





DISPLAY WORLD 


COMBINED WITH 


MERCHANTS RECORD AND SHOW WINDOW 








VOLUME XLVIII 


1946 


NUMBER 6 








THE DISPLAY PUBLISHING COMPANY 


-ublist ynthly at $3.( 
by international money — or New York bank Fr 
and its branches ‘ntered as second-class matter 


Published monthly at a year for the United States 


CONTENTS 


Visual Store Fronts 


Seattle Store Stages Siohnwute Style Show 
Display At Hutzler's, Baltimore 


New York Displays 


Merchandise Dominates Marston Display 


Los Angeles Reporting 
Painting With Light 

Promotions Coming Up 
Specialty Shop Display 


Brill's Goes Californian . 


Chicago Display Scene 


From The Sketchbook Of Dana O'Clare 
Display .. . On And Off The Record 


A Plea For Teamwork 


Time To Think Of Back-To-School 
Parisian Display Troubles Linger 


"Holiday In Texas" 
The Designer's Page 
Split-Second Selling 


Market Week Plans Completed 


ODA Newsnotes 
Editorial 


Display Here And _— 

Outline Of Training For A Display Artist 
News Notes From The SDA 
Demonstration Shows Effect Of Different Lighting . 


Trade Personalities 


Fashion Guild Winners . 


Reminiscing 
Your Column 


The Display Parade 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. See  parel shop, designed for 
that it reaches other executives of your organi 
zation and the members of your department. 


0 
0 
0 


effectively for the protecting rail around the 
A cantilevered display counter on 
the outside of the store is used for accessories. 
An additional feature is the hanging sign, 
which is part of the total composition. 


mezzanine. 


1ada: foreign. $4.00 a vear. 
Si ing! e "copies, 30 cents. 
1999 


THE COVER 


Typical of the open-faced store is this ap- 
Libbey-Owens-Ford 
Thalheimer and Weitz, 

Figured glass is used 


Glass 
Philadelphia architects. 
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CINCINNATI, OHIO 


Canadian and foreign orders payable in U. S. funds, 
For sale on news stands supplied by the American News Company 


at postofice at Cincinnati, Ohio, under act of March 3, 1879. 


OUR NEXT ISSUE 





In spite of postwar handicaps, some Paris display- 
men are producing displays with the characteristic 
Gallic touch; in the next issue Jean Loewy, DISPLAY 
WORLD'S correspondent in France, devotes two pages 
to a group of outstanding windows. . . . Clara Bald- 
win describes how display is handled at the Gold- 
blatt stores, while a similar article by Harry Lando 
covers display at Brooklyn's famous Abraham & Straus 

. with the regular agenda of equal interest. 
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TWO SIDES 


You'll hear at least two sides to every question 
at the display conference. All the experts will 
be there, and experts don’t always agree. 
(Difference of opinion makes for better 
visual merchandising, too.) You'll see 

two sides to fashion presentation in 
Williams’ newly decorated show- 


rooms. You'll find that a girl 








can be pretty and appealing 
in a romantic setting, and 
be trés chic. And then 
you'll see how devastat- 


ingly feminine sleek, haute 











iO couture creatures can be when 
posed against a dramatically direct 

ds, 

my background. It’s all a matter of environment . . . of modern decor, ex- 

= citing lighting and new color techniques. So drop by the welcoming 
Williams. See and hear it all... you don’t have to choose sides. 
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498 Seventh Avenue, New York 18, N. Y. 














CREATIVE DISPLAY HELPS FOR TODAY AND TOMORROW ° MARY BROSNAN STUDIO MANNEQUINS °*  CYRILLE STEINER FIXTURES 
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TS 
HANGERS are BACK.... 


and STIEMPLER’S 
=> GOlTITHKM 


BUY DIRECT!! 





NEW and DIFFERENT 


an all purpose 
KIDDIE PLASTIC HANGER HANGER SPECIALISTS 
No. 3—1I2", with plastic hook. SINCE 1900 
Delicate in appearance, yet 


sturdy in use. Available in Blue, 
Buff, Red, Pink and Ivory colors. 


Another "HIT" number 
by STEMPLER 


No. OlIMC—General Utility Hanger 
for Ladies’ Apparel — Use it for 
Skirts, Suits, Ensembles, Slack Suits. 













































No. OIMC 


























No. 4—Tite grip metal clip adjusta- 
ble skirt hanger—entire hanger in- 


cluding clips, rust resistant, made of 
heavy wire. 


DUBLE-VUE HANGERS 
Regictered US. Pat Office 
Write for full information—state quantities desired 


So ‘ (SPECIAL DISCOUNT TO QUANTITY PURCHASERS) 
snot 


©” BARNEY STEMPLER & SONS, Inc. 


28 NORFOLK STREET @ ORchard 4-1780 @ NEW YORK 2,N. Y. 
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| A DISPLAY CLASSIC | 


... That Your Store 
Will Be Proud To Present 










| 


SUCH IS THE ELOQUENT STORY RECREATED 
IN OUR SUPERB SERIES OF 6 AUTHENTIC 
SHADOW BOX SCENES. 











Sixth Unit is Shown. Entire 
Portrayal will be on Exhibit 
in the North Ballroom— 
Hotel New Yorker, New 
York City, June 24th to 
29th, 1946. 
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ADLER IG) JONES J 









































| Soa 6 0 MP AN 








DISPLAY WORLD 


CHRISTMAS DISPLAY 
WINDOWS 


made possible only by the 


DEPTH, PERSPECTIVE 
and DISTANCE 


offered by Frederic Shipman’s Patented 


New Use of Mirrors 


“Hark! the Herald Angels Sing” 
using the Shipman Mirrors; by 
Richard Rowland Studios. 


**Adventures in Fairyland” using the 
Shipman Mirrors; by the Camile Art Studios. 


Write for titles and descriptions of our 
many Christmas Windows. 


512 Fifth Ave. 


“Holy Night” using the Ship- 
man Mirrors; by Ralph Delgado 
Studios. 


JUNE, 


1946 














JUNE, 1946 DISPLAY WORLD 


At Room 638 


HOTEL NEW YORKER 
June 23-28 


will be seen for the 


First Time Anywhere 


many amazing action windows 


COLORFUL . . . DRAMATIC 
EXCLUSIVE ... PATENTED 


“Humpty-Dumpty” Shown last Christmas by Scruggs-V ander- 
voort-Barney, (Grace Everest, Display Manager) using Shipman 
Mirrors. Figures by Richard Rowland, New York. 


“Winken and Blinken and Nod” Shown last Christmas by 
Scruggs - Vandervoort - Barney, St. Louis (Grace Everest, Display 
Manager). Figures by Richard Rowland. 


See the many mirror 
window displays at— 


/ BS OER ICS 17m 7 wv. PATENT £2 AVIRROR O15 72LAS FREDERIC SHIPMAN STU DIOS 


88 2. ons 


“Old King Cole” using the Shipman Mirrors, by the 512 Fifth Ave. New York Citv 18 


Feder Industries, Inc. 



















sherman weir Ine. 

requests the pleasure 

of vour visit to see 
(he new 

fall and christmas 
collection of 

sherman originals 





1. MIL, all 
MI 0. 6 St 
and 
In Chicago at 
LMI We north ay. 
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SEE YOU AT THE NEW YORKER IN JUNE. ROOMS 648-49-50-51-52—ALL CHRISTMAS 
TIMELY SERVICE INC., 453 BROOME ST., NEW YORK 13, N. Y. 








oO 








e, 19 4% 








JUNE, 1946 


DISPLAY WORLD 








TTRACTION 
TTENT: 
CTION 


“I 
4 








You are cordially invited 


to visit our studios 
Market Week 
JUNE 24-29 
age ewer 
The Mechanical 
Wonders oi 
Our Display 


—Realistic Motion? 


Why not stop in and see! 


Messmore-Damon Studios 


400 WEST 27TH STREET 
NEW YORK I, N. Y. 
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DISPLAY WORLD 13 


SCULP--TU--ROLLS 


JUNE, 1946 


DEEP EMBOSSED! DO NOT CONFUSE with printed or painted materials 


DRAPE 


TIMBER! 








~ TIMBER! 


Two finishes now available 











28 inches wide, 20 feet long 


Rolls 


PASTEL SATIN 
Colors: Light Blue, Light Green, Orchid 


LIMED OAK 


95 


+6 
SOLID SATIN 
Colors: Yellow, Fall Russet, Red, Dark Blue, 


ANTIQUE WALNUT 
Rolls 30 inches wide, 20 feet long 


Dark Green 


Va82 


$595 





OAK BARK e BIRCH BARK e STONEWALL @ BRICKWALL 
RAISED TILE 


Many other DEEP EMBOSSED SCULP-TU-ROLLS are available 








her products. 


, Room 601, during 


Be sure to see our NEW SCULP-TU-ROLLS and ot 


Our complete line will be on display at the New Yorker Hotel 


June Market Week. 


CORRUGATED PAPERS 
WIDE PAPERS 
EDGINGS 


WE MANUFACTURE 


FLUTED PAPERS 
FLOORING PAPERS 


LEATHERETTES 


'INSELCREST CORRUGATED 
P. K, CUT-OUT VALANCES 


QUILTFOILS 


Write for a copy of our FALL and CHRISTMAS Catalogue NOW! 


ABACOT DISPLAYS, Inc., 18 East 16th St., New York 3, N.Y. 

















DISPLAY WORLD JUNE, 1946 


FOR JUNE MARKET WEEK IT’S 


ROOM 993 
DAZIAN'S x. 


SEE OUR COMPLETE CHRISTMAS LINE 


FABRICS - PAPIER MACHE + PLASTIC 


ACCESSORIES AND EQUIPMENT 


Jn the meantime, for the latest 


in Display Development, write 











DAZ IAN’S INC. 


ESTABLISHED 1842 


THE WORLD'S OLDEST DISPLAY FABRIC ORGANIZATION 


NEW YORK 142 WEST 44th STREET 
BOSTON 260 TREMONT STREET 
222 N. MICHIGAN AVE. 


731 SO. HOPE STREET 




















OPEN HOUSE 


may we be your host during market week 








CJ 
\ A, ig > 
K one = 
Eo 
LZ 
“e, 
iy 
ZZ 
, hh 
L 
Zr 
oS, 
— —~< 
u 
: 12) 
t 
> 
ay z 


Ki 
AN} 
“A 
\\ 
re 
a 
ft 
eg 
So 
va 4 
- ee “~ 
re ne 


28th 


= 
w. 


5 7 


PIN-ROSE Studios 





visit our showroom! see creative coordinated 
dispay units in papier mache, wire and fabries 


























DISPLAY WORLD JUNE, 


SAMERICA’S SHOWPLAC! 
x FOUNDED ON FAITH x 





r » 
© eerren s* 


Your confidence in us—and our ability to substantiate it constantly — make our progress 
possible. The huge new Arrow plant in Philadelphia—America's showplace — entails 85,- 
000 square feet of space devoted exclusively to the manufacture of America's largest, 
most complete line of display fixtures and decorative materials . . . 10,000 square feet of 
beautiful showrooms for distributors only . .. a complete woodworking plant; metal plant; 
plastic-crafts plant; silk screen process plant... 


Our confidence in the potentialities of the display industry and the lifting of material re- 
strictions make it possible for us, today, to produce an even greater, more complete line 


than ever before. 


Therefore, this is our pledge to you, founded on our mutual faith — TO MAKE MORE 
THINGS TO SERVE YOU BETTER. 


AHKOW 2 


AMERICA’S LARGEST LINE OF DISPLAY F 
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301-325 W. GLENWOOD AVE., PHILADELPHIA 4oO, PA. 


8 Minutes from North Phila. PRR. Station * 90 Minutes from New York City 
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A New Lime » 


















ip eck ee erent ers 
bits fis bocalave eae ure 

ig fetes 

Pe, 

§: 


ee 


POTENT hee as 9p 


ner 


Pramy, 









: Ae Tes ta es mag ms 
, THe rie eit fe 
Go ee eet Rag BOLT Ne oc 
et oy ste 4 a 






















: F aus “7 ite” sks . 
5a, Pix ; 
oe eo _—— 


‘ 
& 


New England Decorative 









The Fixture Mart, Inc. 








BOSTON 


Supply Co. 
268 Devonshire 


CLEVELAND 
Standard Displays 
1370 W. 6th St. 


ST. LOUIS 
Flynn Display Service 
5740 Nottingham 


LOS ANGELES 
Syd Jackman Co. 
113 E, 8th St. 


NEW YORK CITY 
A. J. Robins & Bros. 
241 W. 36th St. 


CHICAGO 





314 W. Jackson Blvd. 


DETROIT 
Standard Displays 
1550 Broadway 
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Your opportunity is ere! Do not fail to attend this 
big postwar New York Market Week. sponsored by 
N.A.D.L.. featuring the 2nd Annual Merchandising 
Council Those manufacturers having New York 
showrooms will have complete exhibits and others 
will have theirs at the New Yorker Hotel On 
Thursday, June 27th, we will present the 2ND AN- 
NUAL VISUAL MERCHANDISING COUNCIL 


at Manhattan Center. The theme—Research. The 


Members of the National 


Abacot Displays, Ine Crystalline Plastics Co 
Adler-Jones Company L. A. Darling Co. 
Advance Displays Dazian’s, Inc. 
Advertisers Display & Decorative Novelty Co. 
Exhibits, Inc Decorative Plant Co 
Aladdin Fabrics Dingleman-Wolff Co. 
Allcock Mfg. Co Display Corporation 
Allied Display Materials, Inc. Display Equipment Corp. 
American Fixt. & Mfg. Co. Display Mannequin, Inc 
Ankerum Mfg. Co. Display Products Co. 
Arrow Dec. & Fixt. Co. Durable Displays, Inc. 
Austen Displays Facil Fabrics Co. 
C. Barrango Co. Gardner Displays Co. 
Bliss Display Corp. Garrison-Wagner Co 
Eve Brueser Studios, Inc Earl W. Gasthoff Co. 
Bulkley, Dunton & Co. General Display Corp. 
The Carrata Co. General Display Studios 
L. J. Charrot Co., Grant & Silvers, Inc. 
James A. Cole Co The Greneker Corp. 
Columbia Display Materials Co Victor Haida Displays, Inc. 
Colonial Decorative Display Co Hexco Products, In 
Cook & Meier B. A. Jacobs Co. 
Emil Corsillo, Inc Irving Kaley 
Coy, Disbrow & Co K. G. Kurtis Studt 
Crystal Fixture Co I.ee Plastics 


Inc 


JUNE, 


TO NEW YORK 
MARKET WEEK 


SPONSORED BY N.A.D.I. MEMBERS 


JUNE 24-28 


Featuring the 
2nd Annual Visual 
Merchandising 
Council 


idea 
to reduce selling costs. 


to help the retailer sell more goods faster and 
Come, meet old friends 
and exchange ideas. See New York’s finest win- 
dow and interior displays. ... Never before have you 
had such an opportunity to do good for your store. 
We most cordially invite you to be there as we believe 
in sponsoring this Market Week, we are aiding DIS- 
PILAY achieve its place in the sun. 


Association of Display Industries 


London Displays 
A. I 
Lynn Display 
Magnani Statuary 
Maharam Fabric Corp. 
Majestic Creations, 
Mayorga 
Mechanical Man, Inc. 
Mileo Mannequins 
Modern Art Studios 
Modern Displays 
More Displays 
Mutual Disp. Mfg. Co. W. 
Natural Creations 

New England Deco. Supply 
New Style Studio 

Old King Cole, Inc. 
Oltmanns 

R-Tex Co. 

Radiant Glass Fibers Co. 
Reflector-Hardware Corp. 
The Reyburn Mfg. Co., Inc. 
Rip Studio 

Royal Paper Corp. 
Gustave Rubner, 


Sales Paper & Supply Co 
Schack’s, Inc. 

Scheuer Creations, Inc. 
Sherman Paper Products Corp. 
Frederic Shipman 

Shoe Form Co., Inc. 

Silvestri Studios 

Nat Siegel Fixture Co. 
Silvestri Art Mfg. Co. 
Standard Fixture Co., Inc. 
Staples-Smith Co. 

Starkman Display Center 

L. Stensgaar? & Associates 
Tabery Corp. 

Taffel Bros., Inc. 

Tally-Ho Display Studio 
Taylor Creations, Inc 
Timbertone Decorative Co., Inc. 
Timely Service Co., Inc. 

Jas. B. Williams, Inc. 
Frederic Weinberg 

Zaria > 

W. M. Zeppen-Field Studios 
Display World, Associate 


sutz 
Company 


Inc. 
Mannequins 


Co. 


Inc 


PROGRESSIVE 


NATIONAL ASSOCIATION 


of DISPLAY INDUSTRIES 


MERCHANDISE 
PRESENTATION 





1946 


W. M. ZEPPEN-FIELD STUDIOS 


CREATORS AND DESIGNERS OF HOLLYWOOD MANNEQUINS 
923 North Cole Avenue Hollywood 38, California 














Ot 5 (OV \C1 OM) 5 (Oh. 4 1010), CANADA SHOWROOM FRED BANTELMANN 
est Monroe Street, next to Palmer House 2027 Peel Street, Montreal, Canada 1317 So. 26th Street, Milwaukee, Wis. 














DISPLAY WORLD 








This wreath is about 8 ft. overall and has about |8 sprays of white flock 





Jack Pine two toned with green flock. Sprays available in all colors and 


up to six feet in size. 


FLOCKED PRICES 


Jack Pine Sprays Painted Blue, Silver tint Flocked in White, Green, Chartreuse, Red or 

andre. Blue or dyed green with White Flocked Snow 
effect tips. 

2 tt. $50.00 per 100 <<. . ‘4 $75.00 per 100 

3 ft. 12.00 per doz. Bott. 48.00 per doz. 

4 ft. 24.00 per doz. » 4 ft. 36.00 per doz. 

5 ft. 42.00 per doz. 5 4t. 60.00 per doz. 

6 ft. 5.00 each 6 ft. 7.50 each 


More Displays 


MEDFORD, ORE. 


























DISPLAY WORLD 





FOR THE FIRST TIME... 


Courtenay 
MANNEQUINS 
Par Excellence 


. . » ON DISPLAY... 


JUNE MARKET WEEK 


Rooms 734 and 735 
HOTEL NEW YORKER 


NEW YORK 


JUNE 24-28, Incl. 








... Entire New Creations 
.. . Seeing is Believing 


... We'll Be Looking for You 


ALLCOCK MANUFACTURING CO. 


OSSINING, N. Y. 





GATIONAL ASSOCIATION 
OF DISPLAY ineusTRIES 





















4 in the past 50 
years, our old friend 
Santa is again loading 
up his sleigh with Decor- 
ative inspired Christmas 
ideas designed to 
spread Holiday joy 
throughout the land. 


P.S. Santa, his sleigh and reindeer 
are at our showrooms together with 
our complete Holiday line. —~—— 


yarative Hone (2, 


27th STREET at 9th AVENUE, NEW YORK 1, N. Y. 
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ROOM 534-535 ° JUNE 22-28 
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SWIVEL SHOE STANDS | iis} TT-15 


with adjustable tops Two TIER DISPLAYER 


er height 15 
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ATR-15 with sturdy Plexiglas legs. Overall 
height, 15’’. Top shelf,. 14’’ diameter. 
Bottom shelf, 20’’ diameter. Space between 


TSD-I6 THREE SHELF DISPLAYER. Your 
wares are shown and seen from many 
angles. Unusual exeellence in design. 16” 
high, 23’ wide with three 8” clear-crystal 
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DISPLAY WORLD 


LIBRO CZ 


presents faite or atest ae 
show Pr | mannequins in ate 


history my | its existence! 


Sleven SF. Godefiot Rofpr resentative 


7 East 35th Sheet, New York City 





SISsPLAyY Woes 


pity 


i= 
ty ST eee 


For years, Pierre Imans of Paris has been the standard of perfection 
in dramatic display mannequins. At our newly opened New York 
showrooms you will find ample evidence of this superiority. 
A brilliant new range of men's, women’s, youths’ and girls’ figures 
await you. Crafted individually by talented French artists, 
they are infinitely more durable and remain unaffected by changing 
temperatures, sunlight or climatic disturbances. May we invite 
you to come in soon and see for yourself why Pierre Imans has 


earned the abiding respect of Display Men throughout the world? 








Never before shown in America 
... Fren-Zee presents the super- 
strong, yet lighter than paper 
mache, Mayortex Mannequins. All 
plastic, from the top of their ex- 
quisite coiffures to the tips of their 
delicately moulded toes, Mayortex 
Mannequins will not fade or dis- 
color: .. and are ingeniously 
sculptured in fresh, action -type 


pose motifs. Moderately priced. 
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It Tilts To and Locks 
At Any Position! 





Unrivalled for beauty, indispensable for 
convenience. The Plexi-Lass . display 
form will sell all sorts of women’s ap- 
parel throughout your store. In win- 
dows, on counters and in display panels, 
this washable, durable, light-weight 
form will do a wider variety of jobs than 
any form you’ve ever used before—be- 
cause it tilts to and locks at any position! 


Note the exclusive 
Cadillac universal 


See how Goodwins 
(Federal Dept. 
Stores), varies the 

" position to suit the 
display with Plexi- 
Lass Display 
Forms. 


joint that. permits 
tilting to any posi- 
tion. The form is 
easily removed by 
merely turning 
handle and then 
can be hung on 
wall by means Of 
cross bar built in 
neck. 


Patent applied for, No. 
D128501. Form is 28" 
- Shipping weight, 
4 lbs. 


THE PLEXI-LASS DISPLAY FORM IS OBTAINABLE FROM 


Act Products Co.:.. . 256.8 .... Detroit 
Samuel C. Dutch & Son 
Grant & Silvers ...Los Angeles 
Hecht Fixture Co. ook .....Chicago 
L. E. Hier Display Equipment 

COMMOGE. 5 OS ek Minneapolis 
Kehoe Display Fixture Co. .San Francisco 


Walter W. Martin Denver 
National Equipment Corp.. .Kansas City, Mo. 
National Form & Fixture Co., New York City 
Naythons Display Fixture Co... . Philadelphia 
Melvin S. Roos .... Atlanta 
Williams Corp. Baltimore 
Wray Williams Display Co. Memphis 


Exclusive Territories Open—Jobber Inquiries Invited 


a @ 
Cadillac Plastic Co. 340 W. Woodbridge, Detroit 26, Mich. 
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succeeds 
like success... 


The outstanding requirement of Display is its 

ability to allow merchandise to render a profit- 
able performance in both the show windows 
and interior of our nation’s stores. 


MAHARAM .. .. with a proven successful 
background of visual merchandising covering 
a half-century of service to the display field 

. insures the kind of display performance 
that makes merchandise a profit-maker. 






















Take a tip from America’s finest retail stores. 
Give your displays that “"“MAHARAM” touch 
. a sure way to create sales. 


There’s a colorful MAHARAM display creation 
to meet every need. 
¥ 


While in New York during N.A.D.I. MARKET 
WEEK, June 24 to 28, drop into Rooms 632 
and 633, Hotel New Yorker. 

* 

We cordially invite you to visit our New York 

Showrooms, 130 W. 46th Street. 














e NEW YORK — 130 WEST 46 ST. 
eCHICAGO—6 EAST LAKE ST. 
e LOS ANGELES — 818 SANTEE ST. 


Jobbers in Leading Cities 









“The House of Service” 
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Alembe r 


GATIONAL ASSOCIATION 
OF DISPLAY imousTarEs 


ONE OF A SERIES OF MAHARAM’S SHOWROOM WINDOWS 
Featuring three dimensional “FABRIKETTES” cleverly constructed 
of wood—padded and covered with scarce novelty fabrics. 












PROGRESSIVE MERCHANDISE 
Call on your nearest Maharam Branch or Jobber for: inininias 


e FABRICS e LEATHERETTES @ METAPHANE'- e VELURTEX 
e ARTIFICIAL FLOWERS e DISPLAY PAPERS e KWILT-BLOCKS 
e ROPINGS e LUCITE DISPLAYERS e WOOD FIXTURES, ETC. 












































promoting, selling and buying U.S. Savings Bonds. 
They know that every minute of radio time and every 
line of advertising space devoted to bonds is a safeguard 
for stability. They know, too, that every window or 
store display is an attention-attracting stimulus toward 
greater “take home savings” in bonds—money that is 
kept within the community to help assure its future pros- 
perity and purchasing power. 


In small-village stores and in big-city department 
stores, there’s still a big selling job to be done on U.S. 
Savings Bonds—and retailers are doing it now with the 
same vigor and skillful support that set billion-dollar 
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At over America, retailers are continuing to devote records in War Bond Sales and helped to make Victory 
their time and special talents to the important job of a reality. See your selling job through on U. S. Savings 


Bonds . . . maintain your share 
in America’s future! 


The Treasury Department has 
published two new booklets to 
help you and your employees 
realize full benefit from your 
Payroll Savings Plan. “Peacetime Payroll Savings Plan” 





is directed to key executives and contains helpful sugges- 
tions on how to organize and promote the sale of U. S. 
Savings Bonds. “This Time It’s For You,” for distribu- 
tion to your employees, shows how the Plan works, how 
to select desired goals, and how much to set aside to 
achieve them. 


The Treasury Department acknowledges with appreciation the publication of this message by 
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This is an official U. S. Treasury advertisement prepared under the auspices of the Treasury Department and Advertising Council 
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MANNEQUINS 


are alive with realistic. 
human loveliness. 
They bring new 
glamour to displays 

of fine garments. 

Each is an original creation—an 
outstanding personality with most 


expressive face, figure, hands and 





coiffure to excite the imagination. 
So attractive are Coronet personalities 

that when sales were clocked, 
Coronet clicked! Tests have proven 
consistently that garments displayed 


on Coronets look better —sell better. 


Test them yourself. They'll click for 
you, too! For photos and full details, 


write Department D. 


SDISPLAY EQUIPMENT CORP. 


147 W. 37th St., New York 18, N. Y. 
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Here’s your opportunity of a lifetime . . . the money-making chance you've 
been waiting for! 

Get exclusive territory and franchise to sell this most sensational electric dis- 
play ever developed .. . vivid colors . . . outstanding sales appeal, yet sells 
ata fraction of the cost of Neon signs. Every line of business (wholesale or 
retail) is a prospect for one, a dozen or more! And think of it—amazing 
profits—40% and more on every display. Make 15 to 20 calls daily. Demon- 
strate in few minutes. Get immediate orders and they'll be shipped AT 
ONCE within 24 hours. Then watch repeat orders follow! 


Specifications: Metal chrome-trimmed display, 27” long, 512” high, 412” deep; 


weighs 10 Ibs. individually packed. Complete with 6 ft. of cord ready to plug 
in 110 volt, 60 eyele outlet. 


Apply now for exclusive territories—city, county or state. 
First come — first served. 


OHIO ADVERTISING DISPLAY CO. 


1216 JACKSON ST., CINCINNATI 10, OHIO 


~w a A A A i A A De ee ee i ee ee ee eee eerie | 


/HIO ADVERTISING DISPLAY COMPANY @©@ Cincinnati, Ohio 
-entlemen: Mail immediately full particulars about this wonderful proposition. 
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You'll Get Plenty of Action 


WHEN YOU VISIT US AT 


NEW YORK 


Display eernet Week 


JUNE 24-28 


The Personality Mannequins That Have Given 
Fashion Displays Gayety, Interest and Action. 


Manufactured and Sold By— Also Sold By— 
Pemem OLE DISPUATS,. Inc. NAT SIEGEL, Inc. 
2010 S. HALSTED ST. CHICAGO 8, ILL. 39 W. 37th ST. NEW YORK, N. Y. 
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Shows To See In New York 


Pretty soon you'll be on your way to the big town for the big 
show at the New Yorker Hotel, and while you're here you'll want 
to take in some of the ‘smash hits'’ now running on Broadway. 
Well, there's one show you just can't afford to miss... and that's 
the spectacular showing of beautiful display fabrics for the Fall 
season and Christmas holidays now being presented in our own 


showrooms on 47th Street just off Broadway. 


Don’t Miss It! 


Display Fabrics antl Checessowtes 


218 WEST 47% STREET, NEW YORK 19, N.Y. 
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HOLLYWOOD ADDRESS * 4352 SUNSET BOULEVARD * HOLLYWOOD, 27° CAL. 
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THE “BIGGEST’ THING IN 


CAREFULLY WAXED TO 
MINIMIZE SCRATCHING 


MORE THAN 50 
SMART MODELS 


" .515-THREE SHELF 
DISPLAY 


ONE TO TWO 


WEEKS DELIVERY 
| 133-BLOUSE & 
LINGERIE STAND 


Le the LEE LINE of more than 50 different 
PLASTIC DISPLAY FIXTURES, there is an ex- 
quisitely made, beautifully practical model 
payee ' : : for your merchandise. Select one or more of 
the smart, HIGHLY-STYLED, eye-appealing 
designs. Engineered by plastic experts to 
“do a specific job’, they will add both 
glamor and salesability to your displays. 


/ There is a LEE representative in each major 


\ 136~BRASSIERE ) city. Write for the name of the one nearest 


SHOWOFF 


to you. He will be glad to give you full 


Ty! A details about these modern LEE PLASTIC 
st : DISPLAY FIXTURES. 
tenis A FULLY ILLUSTRATED LEE PLASTIC CATA- 
VY HIGHLY STYLED 
LOGUE ON REQUEST! Send for it! 


STURDY 








“A” AND LIPPINCOTT STREETS 
PHILADELPHIA 34, PENNA. 


VISIT OUR EXHIBIT at the NATIONAL ASSOCIATION of DISPLAY INDUSTRIES . . . to be held at the HOTEL 
NEW YORKER, NEW YORK .. . during DISPLAY Market Week .. . JUNE 22-29... Room #742 
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HE trend toward visual store fronts is 
viewed with mixed emotions by most 
displaymen, but trend it definitely is. 
Aad so here are three visual fronts for 
different types of stores; the renderings are 
bs well-known architects and were done 
i Libbey - Owens - Ford Glass Company, 
Toledo, as part of a series. 
.. The design for a drug store was created 
by Frederick L. W. Moehle, Baltimore de- 
sivner. The plan is distinctive for its large 
panels of clear plate glass, some of which 
DTO ; ‘ate Lee 
are curved to create a striking contour fot 
HING the recessed building line. 
\ glass enclosed revolving window dis- 
play provides a novel method for combin- 
ing the open-plan front with a merchandise 
display which can be viewed equally well 
inside or outside the store. The all-glass 
interior display cases, as well as the large 
lunch counter and entire selling space, are 
Visual St Front 
two pairs of glass doors. Either bronze 
or wood letters are used in the signs that 
are bolted to the glass. 

The wide window areas make the sales 
floors better display rooms. The central 
section is designed with solid “Glastone” 
walls as backing for merchandise cases be- 

ent hind counters. Such a structure eliminates 

the need for painting or re-decoration be- 

eX- cause its walls are as easy to wash as the 
plate glass windows. 

del Feminine attention is immediately drawn 

f to the style interpretations presented in the 

0 broad window areas of the design for a 


combination women’s wear and_ furniture 
store, suggested by Libbey - Owens - Ford 
Glass Company's department of design, and 
shown below. 

An eye-catching feature is the splaying 
back of the right front wall to the glass 
entrance doors. The black “Vitrolite” wall 
extends through the visual front into the 
, : an store, providing a dramatic contrasting ele- 
jor ’ ment and serving to reflect additional day- 
: light into the store. 


ing 
to 
oth 
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SIDNEY 1. MORRIS AND ASSOCIATES 


rest a eee ’ 
idily visible from the sidewalk and there- 

full fore tend to attract customers inside. | 
Concealed strip lighting is planned for 

the s > cejling The “rside 7 > 

TIC tore ceiling. The underside of the 


jecting roof line or marquee is faced with 
semi-opaque glass to conceal tubular light- 
ing, which illuminates the sidewalk but does 
TA- not compete with the brilliant lighting of 
the interior or of the large store sign. The 
lettering and edge band on the marquee are 
signed to provide an intensely bright 
pearance at night. 
Modernism gives distinctive characteristics 
the small department store seen above: 
was designed by Sidney H. Morris & 
sociates, Chicago. But it is a modernism 


= 
5 , 


t is functional, with each detail in design 
ling to the marketability of merchandis¢ 
\n outstanding feature is the promenade 








k with its railing of translucent patterned 

ss, heat tempered for greater strength. 

deck can be used for restaurant service, 
shows, social or civic events. 

e exterior wall is structural glass. 


glass is used in the visual front with 
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Seattle Store Stages 


HIN 40 of America’s outstanding —Massive doors were swung apart by blacka- One of the city’s biggest theatres was leased 
fashion personalities were guests of moors for the various style show settings, three for the event, and the entire gross proceeds 
Krederick & Nelson in Seattle for of which are shown in the photographs seen were donated to the Seattle chapter of the 


tour days recently, the event posed a terrific above— \merican Red Cross. The exterior of the 

display and decoration problem for the theatre was decorated as for a Hollywood 

store’s display staff luncheons and banquets were handled en- premiere, with floodlights, banners and car- 
Despite thi any difficulties and mass of tirely by the Frederick & Nelson display peted sidewalk. 

letail that had to be overcome in addition staft The interior of the theatre was attrac- 

to handling «the extensive normal display During the week of the visit, all window — tively decorated with a profusion of flowers 

Joe Sjursen, Frederick & Nelson display space of the store was devoted to in the lobby, on the main floor, and _ stage. 

rector, and = h assistants pet the fashion personalities. Each personality On the stage were two massive doors, 12 

hat won many was represented with a photograph, 30 — feet by 16 feet, operated in lieu of a curtain 

inches by 40 inches, which had streamers by two boys dressed as blackamoor slaves. 

leading from the picture to a display of the These doors were constructed of plywood 


vlist’s creations. Two of the windows ar covered with 2-] 


Ivy board. The interior ot 
here. Similar photo blowups decor the doors was padded with mineral rock 
throughout the main floor in wool covered with velour \ turntable was 
provided in the middle of the stage to elim! 

hion show, teaturing creations of nate delavs between scenes: as one scene 
12 «personalities, was the largest was being used, another was readied on the 


laborate ever staged in Seattle reverse side of the setting. From the center 
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Elaborate Style Show 


e¢ stage a 35-foot runway extended out 


the audience. 
he fashion show was divided into six 
ips to depict various styles of apparel. 
background for the travel group was a 
el agency desk with totem poles and a 
il otf Alaska. The color group decora 
featured a merry-go-round with poles, 
ing and papier mache horses. The sum 
group had a big ice cream soda _ for 
ground, with the cup made of papiei 
ce, plastic for the glass and spun glass 
foam. The Easter group background 
f a three-tiered cornucopia filled 
The cocktail group set 
a bartender shaking 
with baroque framing in the 
Phe evening group decoration 
silhouette of Seattle against 
vith twinkling stars. The 


ableau depicting a Red Cross 


—Each window display at Frederick & Nelson 

tied in with the fashion celebrities theme. .. . 

Two more style show settings are seen at the 
right— 


poster, posed by a disabled veteran and an 
army nurse. 

On the final day of the visit of the fashion 
personalities, a party was held at a palatial 
estate on the shores of Lake Washington 
\ tent, 25 by 60 feet, was erected on a 
’ lecorated in 
More than two tons ot 


tennis court and appropriately « 
a Klondike motit 

sand had to be brought in to provide floor 
ing for the tent. A log 13 feet high and 5 


eet in ciameter, and weighing approxi 


3 tons, was erected on the lawn of 


tate for an exhibition of wood-carving 
log was towed through the lake to the 
stie of the party and was set up with a 


block and tackle by a crew of 20 men 


On the day of arrival, attractive floral 
bouquets were placed in each of the 50 
rooms occupied by the fashion personalities 
These vere checked each succeeding day 
and replaced when necessary 

i-ecorated in a tropical motif, a clubroom, 
known as Club 345, was set up in the hotel 
for the exclusive use of the stylists Sail 
cloth awnings were placed over the interiot 
of the windows. The windows were cur 
tained with fish-net, and rush matting 
the floor. All 


upholstered with sail cloth to match th 


peted furniture was re 

awnings, and coolie hats were used for lamp 

shades. Monkeys, made of palm bark and 

Iboard, were distributed around the room 

carry out the tropical idea 

a noon luncheon of the Seattle Cham 

ber of Commerce, saluting the fashion per- 

miniature totem poles with the 
[Continued 


sonalities, 
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Display At Hutzler’s, 


HERE are 47 windows at the Hutzler 
Company, in Baltimore, but 
only part of the display de- 


Brothers 
these are 
partment’s problem. 

Phe Hutzler Brothers Company is_ the 
oldest department store in Maryland 
Founded in 1858 in a small shop on Howard 
street, it now, after 88 years in one location, 
occupies two buildings on Howard, Saratoga 
and Clay streets, and has an annex on the 
north side of Saratoga street, extending to 


Mulberry ; 


store by 


Kutaw and this annex is con 


an underground 
Baltimore 


nected to the main 


Hutzler’s is known in 


spacious departments and 


tunnel 
for its wide aisles, 


artistic and modern interiors. Pertection of 


a store policy which carries even 


decoration ot 
strictly 


detail 1s 
into the charming offices for 
all the 


departments 


executives and of service 
being 
barn- 


being 


which in many stores, 


behind the scenes, are simply left as 
Improvements are 


departments at 


rooms. 


like work- 


made constantly in the 


Hutzler’s to reflect current trends to an 
alert public, and the responsibility for this 
work also falls largely upon the display 
department. 

In addition to these usual phases of the 
display program, at Hutzler’s there is need 
with a practical 


for display management 


genius for relating all phases of intricate 
promotions, because the management believes 
shows—tirmly, steadfastly, and all 
This means that H. A. McCauley, 


coordinate 


in style 
the time. 
the able 
interiors, windows and style shows, 


display director, must 
and i 
addition must be able to keep a sales force 
informed and interested in the display pro 
And since Hutzler’s is an institutiot 


in Baltimore as strictly 


gram. 


well as a com- 


—Across the top of this page are two of the 
window displays which tied in with the style 


show described in the article. At the 
left, a display for corsets, and below two win- 
dows for a Mademoiselle promotion— 
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Baltimore 


mercial project, and is an integral part of 
the city’s life, leading men and women of 
the community take active part in the store's 
promotions and make possible the added 
fillip of super-publicity which becomes a 
part of well-managed display projects. 
lake for a current example of this many- 
sided display job the recent successful styl 
show “Spring Comes to Baltimore,” which 
as its setting the entire second floor 
one of the main buildings; had a display 
e 120 feet long; involved) more than 
$1,000 worth of natural spring flowers; 1s 
destly estimated to have shown to mor 
in 8,000 people; and instead of “interrupt 
business,” set a record for the largest 


1 
| 
1 


v-to-wear day in the store's history 


—Upper left, an interior tie-in with the "Bach- 
elor's Carnation" promotion. . . . Upper right, 
a scene in the corset department. . . . Below, 
two other windows in which "Bachelor's Car- 
nation" was the featured theme— 
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By M. O. WAUGH 


“Spring Comes to Baltimore” had its dress 
rehearsal on the evening prior to style-show 
day. For the public there were scheduled 
a morning performance at 11:00 and an 
afternoon show at 2:00. This year, the sales 
concerned were 


staffs of all departments 


givell a pre-view of the complete pertorm 
ance at 9:15 on the big day 

Hutzler’s is a member of the Associated 
Merchandising Corporation. Its buvers bring 
back merchandise and style news from world 
fashion centers and share their knowledge 


in regular Tuesday morning merchandise 


mectings. Sales people are trained = in 
classes and through special lectures; but it 
is the pre-view which gives the sales eye 


the style and merchandise picture <% a 


whole. Display Director McCauley stresses 
the special importance of this actual seeing 
of the style show as a practical help in 
coordinating the show and subsequent sales: 
“After the show, when a customer says ‘I 


[Continued on page of) 





HE soft and pleasing qualities of the 
summer eve- 
projected by John 
charge of interior display 
The slightly 
two which 
maintain the 


feminine fashion story in 


ning wear were 
Robert 
at Lord & 


StaLve like 


Riley, in 
Tavlor’s recessed 


settings, one of Tac 


the main bank of elevators, 
curved lines as seen in the first picture. 
\ white hung from 


the ceiling by 


wire chandelier was 


emerald green grosgrain 


ribbon before a semi-circular “backwall 


blue with a 


formation. 


which was painted a sky sug- 
gestion of floating cloud The 
white pots in the chandelier were planted 
ferns and the white wrought 


upholstered in a 


with artificial 


iron garden chairs were 


canary yellow satin. 
were 
Dultz at 


store’s current promotion 


displays used by 


Joseph 


Seven window 


Display Director Bloom 


ingdale’s for the 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


of the “Permanent Budget Account.” “Ex- 
Set. Smith” served as the mythical figure 
for the From. the 


adjoining 


windows. 
where the 
depicted as a papier mache figure before a 
showcase with attendant, the 
descriptively continued to illustrate how he 
able to arrange the financing of his 
wardrobe problem. A framed photograph 
of the ex-GI carried at the top of the side 
panel and lettered with succinct informa- 
tion added the human interest touch. 
seamless paper formed the backwall, with a 


two men’s 


display, sergeant 1s 


sales story is 


Was 


Gray 


—Upper left, by John Riley, interior display 

manager, Lord & Taylor... . Upper right, by 

Joseph Dultz, Bloomingdale's. . . . Lower left, 

by Henry Callahan, Lord & Taylor. . . . Lower 

right, by James Gosling, Franklin Simon's. . . 

{All photographs by courtesy of Virginia Roehl 
Studio, New York City) — 


ics hon 
Ge-chyd Omilf, 
Mis 4 <oignd 


suggesting a section of the 
Merchandise 


drawing 
men’s wear department. 


line 
was 
shown on a platform before a_ three-panel 
folding screen of stained thin The 
lettered copy tells how the “Un- 
inhibited Sports Jacket Slacks any 
color but Tan live shirt 
good little Radio” ete., were so satisfactorily 
without cashing in any War 


wood. 
clearly 


sports 


purchased 
Bonds. 
“The look of cotton in town 
It's the light charm of a summer fra- 
grance” made the headline and set the tempo 
Lord & Taylor windows 
Display Director Henry Callahan 
gave an accurate pictorial presentation of 
the inevitable mercury-soaring days to come. 
\mong those pleasant occupations suggested 
was luncheon, the crisp look suggested with 
huge crinkly crepe paper lettuce leaves be- 


cool sweet 


for a. stretch of 


where 











of the 
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e-panel 
1. The 
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fore a background composed of large re- 
prints of menus from the Pavillon Marguery, 
Chatham Walk, ete., plus a sketch of the 
St. Regis chef. Large hats and dresses 
predominating in cool blue were favored by 
the mannequins. 

In the adjoining displays the promotion 
was depicted in a penthouse terrace scene; 
the Stadium concerts; the contrast of ic« 
and heat with giant thermometers register 
ing 100 degrees, others with near-zero tem- 
perature partially hidden in a snow pile, 
while enlarged newspaper headlines reported 
on such events as the “Year's Hottest Day, 
with Blistering Weekend Seen.” 

\ perspective step arrangement employed 

Display Director James Gosling in a 
ies of Franklin Simon windows focused 
ntion on the trim silhouette of the fea 
d beachwear—these in black, white and 
pattern. Colors used in the background 
vellow, green and off-white. The 
sand which filled the floor was 
ttered with gold litter 

1 spacious departments of sportsweat 

casual clothes on the ready - to - weat 
at Altman’s made possible the posting 
ree old tashioned buggies as display 

spaced in the center trattic aisle The 
m of these light carriages was empha 


he manner in which they were 





—Upper left, by Richard Campbell, interior 
display manager, B. Altman's. .. . Upper right, 
by Sidney Ring, Saks-Fifth Avenue. . . . Lower 
left, by James Gosling. . . . Lower right, by 
Mary Merrill, Bergdorf Goodman's— 


handled by Richard Campbell, in charge of 
interior display on this, the third floor. The 
floor of the buggy was filled with stacks of 
empty flower pots as well as pots of grow- 
ing plants; the back of the buggy also held 
flower pots as well as small garden tools. 
\ bird cage rested on the seat by the 
mannequin. 

“Beach Gazette” was the headline which 
set the mood for a series of beach wear 
windows at Saks-Fifth Avenue when the 
decoupage technique was the choice of Dis 
play Director Sidney Ring tor background 
scenes. The frame of the two wide panels 
was painted in dusty pink and they were 
stretched with a sheer brown scrim. The 
mounted figure, typifving the cover girl of 
this out-moded publication, or its counter 
part, Was set back of the left panel Het 
costume combined gold and white’ stripe 
papers with shades of brown, white and 

lied to the 


copper papers. The motifs app 


+ 


screens were in the metallic papers of wine 


reds, copper and pink \ll of the featured 


brown with 


beachwear was in brown or 


white. 


Two displays with green and white back- 
grounds and two with pink and white were 
used by Display Director James Gosling at 
Franklin Simon's for presenting neckwear, 
gloves, handbags and millinery, as is seen 
in the accompanying illustration. The 
shadowbox, placed at an angle, was finished 
in green and white stripe fabric while the 
converging panels used a green and white 
floral pattern. hands in 
natural tone presented many of the hats and 


Papier mache 


one interesting millinery head was sculp- 
tured of window screening interlaced with 
ferns and little white flowers. In finish, the 
dressmaker form combined the colors and 
materials used in the setting. 

The priceless “Lion and Unicorn” tapestry 
hung at “The Cloisters” served as the theme 
for the Breading Furst panels used by Mary 
Merrill, display director at Bergdorf Good- 
man’s. The manner in which the applique 
was handled on_ the net created a_ three 
dimensional effect. Two layers of net were 
ie panel, the top one in pale 


tretched on tl 


green, the back one in yellow the whole 


resting the type of color in the original 


suge 


vellow net, with smaller motifs in between 


two lavers net and yet others on the 
tapestry h ‘was applied back of the 
iront h ay yreen net Cutouts of 


) 
ontinued on page 97] 
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Oe TARTS it 


Merchandise Dominates 


That is the 


BAT. Clean: And clever 
impression onlookers get as they shop 
The 


Diego, 


and study the 34 windows of 


Marston Company in downtown San 
California 
The restrained displays catch the eve ot 


the public because the ideas which are en 


acted on the miniature stages arrest. the 


attention and the props from the well 


mannequins to the subdued back 
into 


Phere is nothing to 


dress¢ d 


drops — bring the setting focus. Dis 


plays are kept simple 
dstract 


But go behind those 


from the merchandis« 


windows, across. the 
stairs to the display cle 
find a 


hat would make vou feel at home 


main floor, up the 


| laniliat 


partment and you would 


contusion t 
when one read an 


> man times 


display departments, 
Rudolp!| \guilar, 
Marston's ‘one gets the 
the offices and shops are as neat and 


artic 
display director 


WMpresston 


—Rudolph A. Aguilar, display director, studies 
summer sketches with his assistant Howard 
Harvey (left), and Pat Lister, stylist. . 

Upper right, signs must be correlated with 
display themes; here Aguilar confers with David 
Smith, card writer, on color, type of lettering, 
and material to be used with a display series. 
...Jim Walker, Robert Foster and Ernest Gibbs 
install, as well as construct, all windows; here 
they work on props for a display pictured with 
this article. . Lower right, featuring* the 
pedal - pusher garment that is so popular in 

California— 


as a pin.’ He wouldn't want you to think 
that his department is always in apple-pic 
Where there 1s so much activity it 
next to impossible to keep every- 


When pieces of ribbon are 


order. 
would be 
thing just so 
pulled hurriedly out of a stack on one ot 
the shelves in the shop, the rest of the 
look exactly tidy for the 


material doesn't 


time heing 


And Aguilar doesn't care. He makes no 
apologies if his own desk is covered with 
papers and miscellania so that the telephone 
is almost smothered. And he overlooks the 
fact that in the shop behind his office paint 
hands and heads and 
piled on a_ bench or 
taken 


stand around, 
tree branches are 
stacked 
downstairs. 
quitting time the 
windows for neatness and cleanliness. 

It is quite a surprise when Aguilar tells 
slight Spanish accent, that he 
has but six assistants. That is his entire 
staff. And vet they change 21 large ex- 
terior windows, and 13 smaller ones (vesti- 
Despite a great amount 


seldom has to work ove! 


Cans 


informally, waiting to be 
But that is during the day; by 


department rivals — the 


you, with a 


bules), once a wee k. 


ot work the staff 
time, except on special occasions and 0! 
Christmas. 


Strategic location of the display depart 


: age 
ment on the second floor, with a= spectiail) 
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Marston Display 


All departments in the 


constructed 
q 


Hoor where the windows are easily acces- 


stairway leading to the main 
sible, accounts for some saving in time. 

space allotted to the de- 
partment has been put to good advantage. 
\euilar’s office is small, business-like, rest- 


(ompactness of 


On -the wall behind his desk hangs an 
painting of George W. Marston, 
inded the company 64 ago, when 
n Diego had a population of 2 
\csuillar painted the portrait; he knew his 
“subject” well, for he has 
n for 20 years. 


who 
vears 


5 3 persons. 


been with the 


he shop, which occupies a fairly large 
m directly to the 


| arranged with work table in the middle, 


rear of the office, is 
sets and cupboards on the right, shelves 
sink on the left. 
a 4 by 6-foot 
ay windows and 
ets and avenue. 

d, enabling the 


\gainst the front wall 
blackboard showing the 
their relation to the 
Each window is num 
staff to 


locate them 


quickly. store are 
familiar with the diagram and 


thus avoiding any confusion when referring 


numbers, 


to the windows. The days of the week 
when changes are to be made, along with 
the necessary merchandise, are also noted 


on the board. 

The sign division, which had been housed 
on the fifth floor, is in the process of moving 
to new, more spacious quarters adjacent to 
the office and shop. 

But compact space and 
helpful only to a minor degree. 
of operation is the keynote. 
left pretty much on his own. 


location are 

Simplicity 

\guilar is 
He is entirely 
responsible for what goes into the windows. 
what is new, 
makes his own 


The store buyers show him 
what is to be had, and he 
selection. 
He wants 
ment, are best for the 


which, in his judg- 
store. He feels that 


into San 


windows 


who comes Diego should 


anvone 
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By HOWARD E. JACKSON 


—These two displays are typical of the way in 
which Aguilar allows merchandise to dominate 
all displays. Display properties are sparsely 


used, but used well— 


see something entirely different than he has 
seen in other cities. 

In addition to having authority 
to accept or reject any outside suggestions 
he has ample appropriations to produce his 
ideas. 

Incidentally, he devotes most of his time 
to window displays, has no interior force, 
and takes care only of 
displays such as Christmas. 

There is a set schedule for putting in and 
taking out the windows, based on a weekly 
turnover. The time varies with the different 
types of merchandise and changes are made 
more often on “C” street than on the Fitth 
and Sixth avenue sides of the store. 

Ideas are planned within two months of 
the season which is to be featured, such as 
spring or summer, or within two months of 
a main event within a 
St. Valentine's day or the Easter 

There isn’t any set schedule for the day 
The display task begins at 9:00 and ends 
at 5:30, but there is no daily breakdown, 
hour for hour, for the assistant, stylist, 
displayman or sign man. 

There are just so many windows to do 
on, say, Monday or Tuesday, and next week 
the work will be switched to another sec- 
tion. 
cussed for the 
minute detail. 

The running of the shop is simple. One 
man is in charge of all the tools. He ts 
held responsible for them. At the end of 
the day he sees that they are returned, and 
he makes sure that there is no loss. An- 
other man is in charge of the mannequins, 
their repair, and the upkeep of their acces- 
Another man keeps 
condition, or 7 


enough 


seasonal interior 


season, such as 


season. 


Late each afternoon plans are dis- 


following day, but not in 


such as wigs. 
the fixtures in 
them to be reconditioned 1f he can’t do the 
work himself. 

Getting goods from, and returning 
to, the from 
intricacy. The stylist and buyers assemble 
the merchandise. A takes 
the garments. Display collect the 
merchandise directly from the departments 
when it into the window. When it 
comes out they merely carry it back. There 


sories, 


arranges tor 


rood 
LOOodS 


various departments is free 


presser care of 


be IVS 
goes 


is no checking out on loan slips, or shuttling 

back through a returned goods department. 

It may interest you to know that Aguilar 
[Continued on page 98] 









LO4 Angeles Reporting 


By JOHN L. COONEY 





RS. Laura Wallbridge at Bullock's 

made a very effective use of a cir- 

cular shadowbox opening in_ the 
window baffle for a “Collegienne Ballet 
Slipper” promotion. Instead of the usual 
mannequins, cutouts were used. Only two 
sources of light were used, one shining 
through the opening, and the other, a spot- 
light focused on the display of slippers 
and accessories in the foreground. Three 
pair of slippers were suspended by white 
thread from the ceiling, and were framed 
within the shadowbox. Five more pairs of 
slippers were fastened to the rim of the 
circular opening. The two cutouts of ballet 
dancers at first seem to be identical; one 
seems to be merely the reflection of the 
other. Closer inspection, however, shows 
that they are different. 

At The Broadway, Display Director Stuart 
Raymond did an interesting and colorful 
series of windows using as a theme “Caval- 
cade of California Sportswear.” Each win- 
dow “honored” a_ different manufacturer. 
The Mohilef window, shown in the second 
illustration, was done all in rose. Two green 
bamboo poles ran at an angle up to the 
ceiling. On these poles were attached wall- 
board circles of various sizes, painted rose. 
Two of .the mannequins were dressed in 
rose suits, the third in white. A small stand 
with a slanting circular rose-colored top 
stood at one side of the display and _ held 
suitable accessories. The large banner on 
the floor was white, and the rose lettering 
read “Cavalcade of California Sportswear.” 
The window had rose lighting. Other win- 
dows, displaying sportswear by other manu- 
facturers, used similar display treatment. 

Using the theme “Vacation With Travel,” 
Display Director Harvey Pettit of J. W. 
Robinson & Co. did an interesting series of 
windows on favorite vacation spots, show- 
ing both the dress used while traveling, and 
that used while actually “on the scene.” 
The display featuring Yosemite (third illus- 
tration) had a simulated construction block 
background. An arch in this backdrop 
framed a watercolor backdrop showing some 
of the principal sights at Yosemite. A 
mannequin was framed in the archway. Real 





redwood branches, ferns, and a papier mache 
fawn helped to give the impression that one 
was actually seeing a portion of the famous 
park. Redwood shavings were used on the 
floor, and a typical Yosemite travel poster 
was fastened to the background. The second 
mannequvin was shown wearing a costume 
suitable for travel. Luggage piled beside 
this figure heightened the illusion. Other 
windows showed Mexico, the Hawaiian 
islands, Alaska, and South America. 
Mullen & Bluett’s display of Hickok belts 
went Western in a big way. 4 $500 


—At the top, by Mrs. Laura Wallbridge, Bull- 

ock's. . . . Center, by Stuart Raymond, The 

Broadway. . . . Left, by Harvey Pettit, J. W 
Robinson & Co. 
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—At the right, by Charles M. Art, Mullen & 
Bluett. .. . Center, by Irvin P. Walden, Brooks. 
. . « Below, by Mrs. Laura Wallbridge— 


painting showing a cowboy roping a 

er was suspended from the ceiling by 

ts. A black, hand-tooled, silver-mounted 
Western saddle (worth some $1,500 if you 
should wish to buy it) and a mannequin 
dressed in what is considered the typical 
cowboy dress, a section of plain wooden 
fence, a lariat, and various pieces of West- 
ern riding equipment rounded out the dis- 
play. Charles M. Art is display director 
for the store. 

\ novel semi-tropical setting was used by 
Display Director Irvin P. Walden for 
Brooks’ annual straw hat promotion, as seen 
in the center photograph. A large oil paint- 
ing depicting three herons in a semi-tropical 
marsh was hung in the background. The 
painting was framed in python skin. Ferns, 
palm leaves, and green bamboo poles helped 
to set the scene. Leopard skin was used on 
the floor. Naturally straw hats were fea- 
tured, but assorted summer _ accessories 
helped to round out the display. Other 
windows used the same semi-tropical theme 
with slight variations. 

At Bullock’s, Mrs. Laura Wallbridge used 
a series of “horsey” windows for the straw- 
hat promotion. The themes for the indi- 
vidual windows were taken from the names 
of the Dobbs straw hats. For example, one 
window, featuring “The Thoroughbred” 
straw, showed the interior of a stable as 
pictured here. A layer of straw was on the 
floor and in the manger on one side. A 
window was cut in the back of the “stable,” 
and through it one could see a_ typical 
country-side scene which was painted on the 
backdrop. A horse’s head of papier mache 
was framed in the window. Various pieces 
1 riding tack were also used in this display, 
and a large straw-filled wooden barrel 
served as a focal point. Various accessories 
were grouped around the barrel, and lean- 

g against it was the card in the form of 
a length of broken plank. 

The following displays are not illustrated: 
C. W. Borum built the Desmond's straw 
hat promotion around fishing. A large 
banner headline read “Get A Line On 
Dobbs.” Two large plaques, with monk's 
loth covered frames, showed highly-colored 
papier mache fish in relief. A third plaque 
howed a fisherman, also in relief. A fish- 


1 
] 


ing pole protruded from this plaque, and the 
Ine was carried down and terminated in a 
arze wooden hook, around which suitable 


ner accessories were grouped. Brightly 
lored feathers and a spinner tied to this 
ook simulated the fisherman's fly. Huge 
mbination wood and papier mache floats 
under each of the fish plaques and 
ize fishing lines ran from the floats to 
elling. The small cards, which read 
t line on Dobbs Straws,” also had a 
ture fishing pole in relief. The line 
ip in a graceful curve, terminating in 
fisherman's fly which is fastened to 
ird. The three plaques were lighted 
en, while the rest of the display was 
in red, white, and blue. 
lay Director Borum also used that 
heme in his displays of men’s sports- 
rhe banner headline read “Get A 
[Continued on page 81] 
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HE test of a new display technique, 
particularly when it is revolutionarily 
spectacular, lies in whether the casual 

passer-by looks at the merchandise or tries 

display machinery 


to figure out how the 


works. The current window display equip- 
ment at the John David men’s wear store 
at 49th street and Fifth avenue, New York 
City, stands up to this test; the writer 
watched the crowds milling about these 
colorful windows for a considerable time 
one recent evening, and listened to their 
conversation. They were interested onl) 


in the merchandise. 
Of the hundreds of people who stopped to 


look, only one young man, probably him- 
self a displayman, exclaimed: “Who 
wouldn't look—with those lights !” 

The lights to which he referred extend 


fronting on 
14 windows 
highly original in coloring and treatment to 
bring out the values of specific merchan- 
dise. Spotlighted against backgrounds of 
blended color, the apparel items shown in 
the windows attract large numbers of spec- 


over the length of 14 windows 


two thoroughfares—each of the 


tators 


Batteries of both white and = delicately 
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PAINTING WITH 


By FLOYD McKNIGHT 


The new display lighting system at John David, Inc., New York 
City, has aroused interest and praise in all who have seen it in 
operation. Installed at an estimated cost of $35,000, the system 
permits the most minute color variations at the will of 


the display director . 


colored lights create the effects. The set-up 
for lighting, shading and coloring is not 
only effective, but very flexible, capable of 
meeting the requirements of any type of 
display. The possibilities are so numerous 
and elaborate that much naturally depends 
upon the ability of the individual display- 
man; A. Verna, at John David's, has done 
wonders with the job. 


. literally “painting with light." 


effects that the 
allows, he has 


Utilizing the variety of 
color-blending technique 
leaned over backwards to avoid “coloring” 
the merchandise in the sense of making it 
appear as it isn’t. Often he has directed 
only white light upon the actual men’s wear 
items on display; at most, 1f he has used 
any color on the actual items themselves, 
he has at the same time employed the com- 








plementary color to maintain naturalness 
and avoid, in any sense, distorting the real 
color of the merchandise. 

This theatrical display set-up that has 
startled and pleased Fifth avenue shoppers 
literally creates what has been called a 
“Stage itor selling,’ with blended _ back- 
grounds of reds, blues, greens and ambers 
variable in any desired mixtures, with strong 
accents and a multitude of tonal possibilt 
ties. Goerke’s, in Elizabeth, N. J., is mak- 
ing a similar installation, and interest has 


greeted the “Paint With Light” system from 


—At the upper left, gray hats against a back- 
ground lighted in turquoise; a white spotlight 
is on the center unit. . . . Above, the display 
director adjusts the lighting from the pedes- 
trian's viewpoint by standing before the win- 
dow and phoning orders to the man at the 
control board, seen at the left... . (All photo- 
graphs by courtesy of Century Lighting, Inc. 
New York City) — 
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LIGHT 


such far distant quarters as South America 

id Sweden. 

This “stage for selling’ embraces several 
lighting units for each window: one horizon 
strip, one footlight strip, one overhead 
border strip, white spots and “tormentors.” 
The horizon strip is particularly interesting 
as an adaptation from the theatre, being 
installed in a concealed recessed position 
at the rear of the window, below the floor 
line. The floor itself is the equivalent of a 
little raised stage. This strip, consisting of, 
sav, a dozen lights in a typical window, 
aided by a similar overhead border strip 
concealed by a valance, furnishes light and 





color for the backdrop and gives the whole 
window its dominant tone. 

\ footlight strip, mounted at the front of 
the window and hidden from view by the 
bottom of the window's “picture frame,” or 
otherwise concealed, does much the same 
job as the border strip, the footlights work- 
ing from below and the border lights from 
above, together creating overall effects on 
tl merchandise and supplementing — the 

kground coloring. 

\ll strips are adjustable and are equipped 

1 special spread lenses which blend colors 


-Upper right, although the colors are 
hangeable at a moment's notice, those used 
r this display were as follows: magenta 
ackground, shaded, with a white spotlight on 
e suit, complementary color on the neckwear 
nd the white linen handkerchiefs. . . . Center, 
order lights shine down from the ceiling, pro- 
cted from view by the valance. ... Right, a 
ickstage view of the footlights, at window 


level, and set-in horizon strip— 
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sinoothly, spreading the beam immediately 
from its source, giving a smooth blending 
which it is said has never before been 
attained. 

The horizon strip, which does the main 
job of “painting” the backdrop, performs its 
function non-aggressively because it is so 
close to the surface which it lights and 
colors. Grayed tones of blue, pink, yellow 
and green are effective here. 

The color possibilities of the John David 
installation are almost infinitely varied to 
serve the wildest dreams of the displayman. 
Mixing the three primary colors—red, green 
and blue—produces the variations of hue 
and tone. Always the character of the mer- 
chandise dictates the color . applications. 
Intensities of current are possible in any 
degree through simple manipulation of a 
set of switches in a control-room in the 
basement; its formidable equipment includes 
14. control-panels—one for each window— 
and a portable telephone by means of which 
a man in the window or on the sidewalk 


[Continued on pase 126] 
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by Louis Gehring 


Display Designer and Consultant 
New York 


Arrangement: In this sketch a country barn dance 
winds up the summer season. The window is 
divided into two units. 


Properties: The display unit is set against a panel 
of rough planks. Two mannequins entertain with 
violin and guitar. The same rough planked floor 
is used for the dancers. Mannequins wear informal 
country cottons, seersuckers, denims, etc. Copy 
card is displayed at lower right. 











Arrangement: It's open season for outdoor fun and 
this window displays an attractive selection of 
shorts and shirts for the bicyclist. The display i: 





made up of three units. 

Properties: Two scenic side wings make an interest 
ing setting tor this display. Three mannequins are 
posed in front with bicycle. To the right is dis 
played a rustic fence on which merchandise is 


Copy urd is placed at lower right. 








Arrangement: “The Farmer Needs You'' is the 
message conveyed in this barn scene. The 
arrangement consists of one definite unit with 
accompanying mannequins. 


Properties: In this display, the barn is painted on 
the back panel. The door bearing the copy is 
not painted but constructed of planks to resemble 
a barn door. Again, colorful cottons take the 
spotlight. They include such materials as denim, 
cotton gabardine, seersucker, and the like. Other 
copy card is placed at lower right. 














-|COMING UP 


Arrangement: This pre-fall display of men’s hats 
simple in its arrangement, yet appealing. Color 
divides the display into three units. 


Properties: The window is formed into a shadow- 
Hats 
are grouped into three color combinations and 


box arrangement with a blue background. 


displayed on costumers painted in the earth colors. 
For instance, brown hats can be displayed on green 
costumers, gray on beige, and the green - blue 
shades on rust costumers. 





Copy card is placed in 
lower foreground. 
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Arrangement: Pure silk ties is the merchandise 





pecially promoted in this window. The display is 


divided into three units. 


Properties: Here is another window designed in a 
shadowbox arrangement. The displayers are a 
series of plastic loops suspended from ceiling. . The 
lephant is a decorative touch. Shirts and copy 


card are arranged on the floor of the display. 
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Arrangement: Two units are noted in this display 
of men's sport jackets. Colorful plaids and tweeds 
reflect the first fall tones. 

Properties: The background of this shadowbox 
window is a wood panel. Rustic sign post bearing 


copy, sloping wood platform, and cattails create 


an autumnal atmosphere. The style followed in 
this window is the type of display that appeals to 
men. In this and accompanying displays covering 
men's wear, merchandise is used sparingly but 


effectively. 
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ty Store Display 


By JOHN R. SIMS 
Harzfeld's, Kansas City 


QOD display is good display, no mat —For a tie-in with well-known publications, 3. The third factor is a very important 
ter whether vou are working for Sims used the displays seen at the upper right one and one that can not be stressed to 
the largest of department stores, a and left, lower right, and upper right on the greatly. And that is the obligation of you 
shoe shop, or the finest of the specialty following page. Pale green backgrounds were 
used, real rhododendron, and white doves... . 
Lower left, Greek figures and columns were 
painted in gray on seamless paper for the 
introduction of Coty's new perfume, ‘'Muse’'; 


the central column was draped in yellow net— sae : ; 
Phere isa definite obligation to fashion window was ever-faithful shocking-pink and 


store as an institution of fashion in_ its 
store group but specialty store display community. Some months ago I put in 4 


Is no good whatsoever unless everv. single window of smart black cocktail dresses 


window at any season of any vear tells the perhaps it should be known now as al 
following “Amerigan Basic.” The color scheme of the 
it is the display of an Adrian suit, black Further to carry out this colo! 

of children’s back-to-school sweaters or a dealing in goods of a very definite type scheme, [ used long gloves in pink, and 
couturier bit of news. Fashion is the com These vary a great deal... from furs to for the final note added bright pink cottot 
modity with which we deal. Whatever you cotton sportswear, from Hattie Carnegie to hose. The window was exciting, it was 
vou have to make a tashion story out) wash dresses. The displayman of such a eye-catching, but to my amazement and 
store must make his windows and his in great embarrassment, the following week 

re ts a detinite obligation to yout terior displays representative of all the end at one of Kansas City’s smartest suppel 

shops. Specialty stores are made up otf a shops Phey must be typical. They must clubs a woman walked in clad in just. sucl 
es of shops within a shop, an alliances be timely ... and most of all they must. be an ensemble. The hose were intended onl! 
many and varied departments, each ong good tor that particular shop. as a color note and not an expression 0! 
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What we as a store were promoting as good 


tas} On. 


It is surprising and somewhat pleasing, 


to realize the great amount of influence 
u,as a director of display, have in mould- 
the tashion-consciousness of your com- 
unity. But it 1s a responsibility that we 
not take lightly or regard with disdain. 
an actual fact that the public will take 
will wear the things that you show in 
windows. As an experiment, try show- 
jeweled pins on day-time handbags and 
how quickly the public will take it up 
will wear them that way. You will 
see that the ten thousand best-dressed 
en, from the shop clerk to the social 
ter, will all be doing just that. So be 
tul .. . lest you be surprised at seeing 
own shocking-pink stockings staring 
at you from the dance floor. 
nine cases out of ten, contrary to 
lic opinion, specialty display is 
cted to sell merchandise . .. as well 
ts functions of selling fashion and sell- 


store 


the store as a whole. 
many stores, display departments are 
irded, and regard themselves, as separate 


in the retail world. Because of this 





—Upper left, a large hand was painted pale 
blue to match the plaid in the frocks; real fern 
was caught among the fingers. . . .Lower left, 
a display to introduce "Sun Spirit." A bright 
yellow background, red floor, yellow platforms 
and red and yellow ribbons across the window 
directly behind the glass were used; all mer- 
chandise was in red and yellow. . . . Lower 
right, a seascape was painted on Ming blue 
seamless paper; the coral was cut from wall- 
board, the fish were of papier mache; lighting 
was from red and green spots— 


separate identity, there is often friction be- 
tween merchandising, advertising, and dis- 
play, each striving to push its own interests 
and jealously guarding its authority and 
power. 

Harzield’s has found that the display de- 
partment is more effective as a part of a 
triple alliance of merchandising, advertising, 
display. To make the alliance workable, 
there must be cooperation on the part of 
all of the members. Merchandising must 
remember that the display department has 
to have window pieces to do a good job, 
and advertising must give time and thought 
to good window copy and make an effort 
to understand the windows as a medium 


of advertising differing greatly from the 
newspaper in color, movement, and mood 
The display department must realize its 
duty to merchandising and advertising in 
cooperating in selling. The windows are 
the final word, the recapping of store policy, 
merchandising, and advertising. Display is 
an integral part of a general merchandising 
picture. 

Let's go further into the functioning of 
this triple alliance. Advertising and mer- 
chandising are an accepted team in most 
stores, with merchandise men jealously 
watching out for their newspaper space and 
magazine credits; mapping out a campaign 
with the advertising manager. 

The display manager should remember 
that he is not dictating store policy, but 
interpreting it to the public, giving it con- 
crete compression, giving it color, light and 
body, and conveying to the public what it 
may expect to find in the store—merchan- 
dise, atmosphere, attitude. 

What can the 
merchandising and advertising; how can he 


displayman do to help 


cooperate with them? 
First, he must know merchandise, he must 
[Continued on page 103] 
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Brill’s Goes Californian 


HE color 


came to 


and spirit of Southern Cali- 
Milwaukee recently 
Vlad 


Brill’s two stores 


fornia 


when Display Director Thomas 


converted the interiors of 


into California shops for the showing of 


California merchandise. 
‘| he S¢ 


blending of 


California skillful 
three The 
imprint the Spanish conquistadores left upon 
Southern 
formulae of the 
present-day 


While 


particularly 


shops are a 
existing influences: 


California, the designs and color 


Western 


California 


Indians, and_ the 
scene. 

Thomas’ use of color and props is 
effective, the 
aspect o1 his set up lies in the 


most interesting 


( omple teness 


with which he designed and created the 


shops Every inch of wall and floor space 


was used in bringing this visual portrayal 


of California to a successful, realistic cli- 


max. The California feeling 1s evident in 


store fixtures 


brilliant 


everything from such minor 


as wall boards—done in a char- 


treuse, bordered in replicas of Indian sym- 


bols and designs to the more important 


display niches 


this end, Thomas used dis- 


warm terra cotta, 


In achieving 
tinctly 
sharp and reds. He 
such props as brilliant blue, red, and green 
palmetto 
leaves into his displays in such a way that 


California colors— 
greens incorporated 


gourds, Mexican serapes, and 


they are a logical, natural part of the total 
effect 

As a prelude 
display 
done in 
The backdrops of 
walls of interlocking strips of natural hard 
oak which frame soft gray. 
Using neutrals for his backgrounds, he has 
vivid 


to the California shops, the 
Brill’s two stores have 
California motifs. 
displays are 


windows of 
been original 


Thomas’ 
panels of a 


created a forceful contrast for the 
colors of merchandise and decor presented 
in the displays. 


The windows on the right of the entrance, 


—Window displays were the introduction to 
the elaborate interior treatment the shopper 
found on entering the store during Brill's pro- 
motion of California merchandise. Examples 
of each are seen in these photographs— 











displaying women’s merchandise, portray a 
real feeling of the elements which go into 
vith- 
Waves and a 


California seashore and patio scenes 
out actually showing 
landscape. There is an 
blending of colors and props. 

The focal point from which these women’s 
displays is a mannequin, dressed jn 
brilliant 
bench done in a provocative green color, 
Behind her is a bank of bright green cork 
and surrealistic sun- yellow tumbleweeds, 
used in this decor greens, 
reds, yellows are picked up and echoed 
in the merchandise on the mannequins which 
are arrayed on either side of the 
figure, while clusters of the 
and yellow tumbleweeds are 
throughout the display. 

To the left of the central mannequin is 
a tall Venetian blind window, capped by a 
roof of Spanish tile, in the iridescent char- 
treuse, orange, and yellow of the tiles which 
play a prominent part in the interior decor 
of the California shops. The Venetian blind 


ocean 
“aliveness” in the 


stem 
red, seated on a modern design 


The colors 


seated 
cork 
interspersed 


green 
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is used as a prop for a reclining bust form 


dressed in a soft green raw silk slack suit. 


lo the right of the 


seated mannequin, 

‘ling out against the soft gray panelling 
the backdrop, is an ultra-modern yucca 

its leaves startlingly striped in black 
white. 

Complementing the artistic placement of 
other mannequins in the display are 
ir-splashed pieces of Mexican pottery; 
clusters of green cork and yellow tumble- 
ds already noted; cacti in red pots; 
‘htly plumed tropical birds. The window 

is covered with yellow sand and mats 
straw-grass. 

he left display windows, used for men’s 
rtswear displays, are more restrained in 
1 and more concise in outline, as they 
ld be to achieve a completely masculine 

There is a keen color harmony 
browns and tans, soft yellows and deep 

ls, variations on the pure blue shade... 

hese two displays. 


osphere. 


Both present a sameness in basic struc- 
tural formula. In the first of the two, a 
rough-finish wood platform, raised only a 
few inches from the window floor, is used 
as a base piece for a sportswear display. 
Two bust forms rest upon the platform, with 
accessories draped around them, both on the 
platform and in front of it. 

This central display is flanked on either 
side by bust forms, set slightly ahead of the 
wood platform. To the left rear of the 
window is a duplicate of the chartreuse, 
orange, and yellow Venetian blind window 
seen in the women’s windows. The bizarre 
touch of the black and white yucca tree 1s 
also repeated in this display, as such a 
tree juts out from the right side of the 
Venetian blind window prop. 

In the second of the men’s window dis- 
plays, the platform used, done in a warm 
terra cotta, is set to the left, with a single 
form on it. Slacks and 
arranged around the bust form. 


access¢ ries are 


57 


—Tiles were used plentifully and were given an 

iridescent treatment described in the article. 

Below, every display niche and panel 

throughout the store carried out the California 
theme— 


. . . 


To the right of the terra cotta platform 
set on the floor level, is a second bust form, 
giving a feeling of depth to the display 
Behind this 
display, are two wood planks, set upright 
and joined at a right angle. 
been daubed with 


second form, climaxing the 


This prop has 
turquoise, orange, and 


yellow paint, giving it a very masculine, 


unfinished look. A gaudy gourd and Mext- 
can peppers hang from the prop, while it is 
topped by an arrangement of Spanish moss 


ereen cork, and a stark white lattice-work 


mat. Angling from this prop, to 
is the yucca tree decor 

\ second lattice-work mat, 
foreground, acts as prop tot 


display The window floors 


displays are covered with straw 


bordered by wood shavings 
goreen. 

Invited into the California 
the medium of the window 


[Continued 








By JACK POLLARI 
Madigan Brothers, Chicago 





EED Schlademan, display director of 
The Fair Store, 


reflective 


borrowed a bit of 
abstract art to smarten his 
windows through the in 


Mondrian, 


did straight lined curveless designs through 


group ol tashion 


spiration of Piet a painter who 
entire Caree! Schlademan, 


interpreted this 


out his para 


doxically enough, feeling 


beautifully to bring out the curves of the 


present day fashions. As the photograph 
at the 
was suspended in the center of the window 


and had all the 


lower right shows, the framed picture 


appearance of a form ot 


The rectilinear plaid- 
painted 


beautiful grille work. 


like designs were of wood 


The small patch near the base of the gray 


frame was red, the only bit of color in the 
State 


picture Each window in the 


front used some variation of the ab- 


entire 
street 


—At the upper left and lower right, by Reed 

Schlademan, The Fair Store. Lower left, 

by Ray Bianchi, Goldblatt Brothers. ... (Photo- 

graphs by courtesy of F. A. Kuehn & Co., 
Chicago)— 

Wee 


bel 


black. 


shown here. All the back- 
were stark white. These settings 
splendid foil for the light print 
featured. The sign 
Achieve That Soft 


theme 
grounds 


stract 


made a 
which 
Help 


Feminine Look.” 


were 


You 


dresses 
read, “To 

An out-of -this- world atmosphere was 
created by Schlademan for a baby window 
through the simple use of pale blue and 
pink net. As the illustration on this page 
shows, the pale blue net was draped well 
near the the pink net 
Through this 
well-handled fluff one sees an old fashioned 


forward glass and 


was used as a background. 


wicker crib draped with sheer lace curtains 
in which the baby has been perched in a 
sitting position. The other quaint touch of 
charm is the antique Franklin 

extended stovepipe, both 
as a center piece and _ back- 


vestervear 
with an 
painted white, 
The shower of pink blossoms ob- 


stove 


ground. 
served through the sheer canopy-like ceiling 
completes a very feminine picture. The sign 
reads, “It's A Pink and Blue Heaven... As 
Thrilling As Your Baby's First Smile 
This Exquisite Collection Worthy of all the 
Love That Only a Baby Can Bring.” 
Marjorie Smith, display director for Edgar 
\. Stevens Company in Evanston, promoted 
California fashions through the entire front. 
The photograph shows a recessed map of 
California cut into a panel. The orange 
tree with three dimensional fruit helped the 
A step-up arrangement on the 
floor simulated a rock formation. Cactus, 
lemon trees, and corral were the 
props used in the windows not shown. Cali- 


central theme. 
fences 


fornia sun-drenched colors paced the entire 
promotion. 

A number of windows that received much 
Bianchi’s rainwear dis- 
Here is mer- 


attention were Ray 
plays at Goldblatt Brothers. 
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that is truly hard to glamorize, but 
fashion. 


chandise 
mastertul 
string 

cellophane- 


haphazard 


these were handled in a 


The raindrops suspended by were 


painted in tones of blue and 


] 


covered: lev were hung in a 


manner. The floor was scatter-patched with 
looking for all 
puddles of water. The cello- 
Rain-In-The- 


Like Thess 
lite-like, 


clear cellophane shavings 


the world like 
phane-edged sign read, “Defy 
e Witl 

heure 


merchand featured was in the new 


Shower-Shedders 


groupings were while 


igh s 
window Biancl 


per hed on colortul 


three 
rmed the background 
cmer?g 


daisies 


ped 
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peddling a unicycle on a high rope. The 
spokes of this wheel were of bright ribbon 
and the rim was gayly fluffed with netting. 
\n old fashioned peddle-cycle with a_ big 
front wheel was seen in the far corner of the 
striped and frou-frou’d. The 
background showing a 


display, gayly 
art work on_ the 
merry-go-round was done in a modern dry 
\nother win- 
director, 
with a 


brush manner in bright hues. 
dow by J. W. Campbell display 
showed an old fashioned 


“Hammerstein” 


surrey 


fringe on. top whole series had a 


lilttul 
it was real first hand news to be able again 


quaint, flavor, and 


substantial, washable fashions. The 
Fair, Featu 


to buy 
sign read: “Carson's County 


ing Soap-n-Water Fabrics.” 


Bruneau, display di 
Prodie, high- 
men's 


Paul 
Broth rs & 
washability Ol 


\ window by 
rector for Baer 
lighted — thi 
simply by hanging them, tail up, on a wasl 
suds-filled tub 


shirts 


Linn is the photo shows \ 


—Upper left, by Ray Bianchi, Goldblatt's. 

Lower left, by Marjorie Smith, Stevens, Evan- 
Upper and lower right, by J. W. 

Campbell, Carson Pirie Scott & Co.— 


ston. 





JUNE, 


further emphasiz 
dog pulling o 
shirt gave the 
performance action. The sign read: 
‘Duz’ It! Crown Tonespun Soap and 
Fabrics.” 


washboard 
stylized 
hanging 


with a 
facts and a 


sleeve of a 


The writer recently installed at Ma 
a window-within-a-window with = f 
that should be of interest to all disp! 
with cramped i 
pulls out int 


when a 


have suffered 
This 


store on. its 


who 
window 
track 


tions. 
Own cha 


display is made, pulling out like a « 


in a file cabinet. The display is tl 
stalled 
back on its 


from the side and the unit 


tracks into the window 


plate glass, which was originally 5 by 


Is now painted to a 30 by 
The floor of the 
that of an average 


36-inch of 


window 1s now hig 


jewelry window. 


are two windows instead of the. ort 


single, with a complete background for 


one window taces the arcade and the 


main aisle in the store. 


installation 


face s the 
feature makes th 
The plans on th 


drawet 
quicker and easier 
available to anvone that 1s interested : simply 
Pollari, display director, 
Madison near  Crawtord 


write Jack Madi- 


gan Brothers, 


Chicago 


a” 


ca ARR KR & Neer 
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|| SKIRT and SLACK RACKS 
BETTER DISPLAYS 


THE LAST WORD IN ALL STEEL 
SKIRT AND SLACK RACKS 


The new model SK 100 shown at left 
is the answer to the progressive mer- 
chant’s plea for a rack which is not 
bulky and yet strong enough to hold 
100 garments. The clips are mounted 
on the arms which does away with 
welding the clips on the bottom rail. 


Please specify whether 
skirt or slack arms are OF 00 
required. 4 


Full length cardhold- 
er $5.00 extra EACH 


Sturdy Metal SKIRT RACK 


A very popular model skirt rack, at 
bottom left. 96 arms—all chrome. 
Sturdy and practical. For beauty of 


design and_ general 
utility this rack is un- 
excelled . 


with 7 x 11 
cardholder 


Bleached Oak SKIRT RACK 


No. 1025-5——Bleached oak skirt rack, 
illustrated below, 96 arm capacity. 
All chrome arms with chrome clips 
that hold each skirt securely. Noted 


SIX WEEKS for its beauty, large capacity, sturdy 


constructio 
DELIVERY ON ad conrad $89 Al) 
ALL RACKS features . 


No cardholder 











oer r 


COMPLETE 


Phone 
BRyant 9-1529 


NATIONAL HANGER CO., INC., 253 w. 26th st, New York City 1 
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THE OLD CHURCH TOWER 


. Tower is a cutout with simulated brick surface. 


B. Figure made of oversize firecracker, face painted, 
sparkle made of wire or pipecleaners. 


. Ribbon of seamless paper or bright material, 
striped on reverse. 


. Grass matting, cut out and painted cow and trees 
on "'land' side. 


. Cut out or model ships on ''sea"’ side, surface 
painted with wave forms. 


. Star-shaped platforms, the top platform about 6 
inches high, the lower about !0 inches high. 





Chane 


FIRECRACKER PARADE 


. Figures are oversized firecrackers, with faces 


painted; the sparkle is made of wire or pipe- 
cleaners. 


. Arms and legs are of stiff wire. The standing foot 


may be a wire stuck into map surface. 


. The map is a cutout with built-up edges and acts 


as a display platform. 


. Bright ribbon, or one of seamless paper, striped 


red and white on reverse side, for copy. 


























THE RAFT 


. Raft and figures are of giant size firecrackers, faces 


painted, arms and legs jointed wood. 


B. Sea effect of angel's hair. 


. Mast a sky-rocket* smoke a darker color of angel's 


hair. 


. Window frame covered with red and white stripe 


seamless paper. 








OISPLAY WeERLSE 


Her formula for “sales success” is simple. Combine equal 
parts of the loveliest in mannequin design, the latest in 
voguish coiffures and make-up...then add a generous 
dash of “American Girl” charm and poise. Mix them all 
together with the best in mannequin manufacturing “know 


how”... and presto!...the perfect salesgirl. 


Put her to work in your store. Remember her, she’s the 


typical “American Girl.” 


THE GREATEST MANNEQUIN VALUE 
IN AMERICA 


pemericau Gil 


MANNEQUINS by KORRECT- WAY 
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DISPLAY 


...on and off the record 





e 


Hughson and Mrs. Hugh- 


phed during an gece 4 
baseball game.-- sa 
of their favorite — mes 

is display man- 
teal & Co., Flint 


_Stanley J. 
son photogra 
moment at a 
is one 
with fishing. 
Smith-Bridgman 

Michigan— 


ager for 


Meet Lee Eldridge. = ree ete 
dis ini H. Gordon 
‘splay destinies of ne 

ie steel city of Gary, Ind 


—The gentleman in this semi-tropical setting 

is H. N. Lenhoff, display manager for Hart- 

ley's, Miami, and the scene is in the patio of 

his home. As part of his display activities, 

Lenhoff is secretary-treasurer of the Greater 
Miami Display Club— 


—They grow bass biq down in Florida and 
Fred Glander offers proof of it in this photo- 
graph; during business hours he directs dis- 
play for the Three Sisters stores in the State 
of Florida. Added to his favorite sport of 
fishing for black bass is a runner-up in the 
form of hunting in the Everglades— 





DISPLAY WORLD welcomes photographs for 

this page . . . display people at work or 

play. Simply send them to DISPLAY WORLD, 
Cincinnati |. 








—William 
The John 


¥: Arinow's chief 


hobby is his home and family— 


—Another devotee to the outdoor |i 
ws V. Martin, in charge of displa 
i e Travel, Leather & Gift Su 
a'timore. He likes anything conn ted 
with golf, fishing, and gardening 














Creators and manufacturers 


of mannequins since 1909. 
Composition or Papier 
Mache. 


N. A. D. 1. Market Week, 
June 24-28, Hotel New 
Yorker. Welcome to our 


‘ew York showrooms. .. . 
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Si Smart Women 


. 
b hisco bt os. 293 SEVENTH AVENUE, 8th FLOOR, NEW YORK 1 
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A Plea For 
TEAMWORK 


By VERNON H. JONES 
Goodyear Tire & Rubber Company, Akron 


“All retail store expense can logically be charged against space . . . | wonder 


if national advertisers have any idea as to the value of the space their displays 
occupy in terms of dollars and cents? Perhaps it would be a good idea for 
researchers to gather such data for the manufacturers to consider when 


planning their displays. 


When you know the value of space in terms 


of expense, you will recognize the fact that proportionate sales volumes 
are necessary . .. if displays are going to pay their own freight." 


ECENTLY L[ had the pleasure ot 
addressing the Association of National 
\dvertisers at New York. My 
subject was “Building Tomorrow's Distribu 
Machine 


through the entire presentation promoted the 


Rve, 


tion Today.” The theme that ran 


idea of creating more efficient methods of 


retailers with 


keved to the re 


distribution by furnishing 


merchandising assistance 
‘tail viewpoint 


We are 


that vou can 


bac k SO 


might be 


going to set the calendat 


listen in on what 


considered your own message being de 


manufacturers of the 
products sold by your store. Although I am 
The Goodyear Tire & 


livered to the many 


employed by Rubbet 
Company, at this meeting I also represented 


retail displaymen as well as the thousands 


of retailers everywhere, from those located 


in the smallest unincorporated village to 


those in the largest metropolitan areas. In 
retail 
effort. to 
manuta 


other words, | acted somewhat as a 


good will, in an 


teamwork 


ambassador ot 


promote more between 
national advertiser, and retailer. 
\merica 


opportunity 1 the 


turer, o1 


The displaymen of today 


facing their greatest 


history of the protession. The reason is 


Chis manutacturer-retailer teamwork centers 


around the store planning and display ac 


tivitv—and, as a result, the displayvman be 


comes an contact in makine this 


You 


manutacturer’s customer, the 


important 


cooperation possible represent thre 


retailet And 


why isn't it wise for manufacturers to 


analyze their retail customer's wants and 


needs when attempting to help the retailer 


eoods 


that 
problem from. the 


sell more 
I believe 


17 1 
to tackle the 


Most manutacturers want 


retail view 


point and effect 
retailers. 


a closer relationship with 


There is only one missing link 
that it to find a common denomi- 
this teamwork. 

Now, let’s pretend that this hall is filled 


with representatives of the companies which 


and 
nator to bring about 


manufacture the products sold by your store 
My message is being addressed to them, but 
as We that 


along will see 


play the important part. 


move vou you 

For 20-odd years I have been engaged in 
display allied 
merchandising activities. 


and sales) promotion and 
During these years 
I have watched the growth of display both 
from the viewpoint of the retailer and the 
viewpoint of the manufacturer, or 


advertiser. 


national 


I am that all of us recognize the 


fact that marketing methods are constantly 


sure 


changing and, as a result, our conception 
of display today varies considerably from 
that of vesterday. Yet when we look back 
and review the studies made in the past by 


ANA and others, we 


have 


such organizations as 


see that these studies given us our 


directions, or toundations, for the work we 
are doing now. The ideas being contributed 
built on the 


before Us. 


today are foundations laid by 


those Tomorrow, others will 


build on the contributions we now. are 
making. 


ANA 


to distribution 


members have contributed liberally 


and merchandising develop 
ment through various 


You 


play, and these studies have been both useful 


research programs 


have conducted many studies on dis 


and inspirational to every manutacturer or 


individual interested in the development. ot 
function 

Recently IT had 
first 


committer 


this 


mnportant 


occasion to review. the 


record of the meeting of the Display 


Research appointed by the ANA 


JUNE 944 


Point - of - P 
held in New 


This record 


to cooperate with the 
\dvertising Institute, 
City in January 1945, 
out that after reviewing reports mad 

past on the subject of display, it was 

that there were two basic viewpoints 
subject. 

These viewpoints defined display as (1) A; 
advertising medium; (2) A sales promotion 
tool. It was pointed out that 
rough statements on the two main di 
of thinking, but that finer shades of 
intensive studies ould 


the S¢ were 
s10ns 
isOn- 
ing trom more 
doubtlessly later develop. 

What I would like to present her 
considered one of 


today 
might be those “finer 
or you might consider 
it as a third viewpoint, which defines display 
as a merchandising aid, keyed to the view- 
point of the retailer. It benefits the retailer 
by assisting him to make his place of busi- 
ness an efficient sales and service machine, 
making it 

merchandise 


shades of reasoning,” 


easier for salespeople to sell 
and easier for 
buy merchandise. It benefits the manuiac- 
turer or national advertiser by opening the 
pipe lines between manufacturer and con- 
Its aim is to help, unselfishly, the 
retailer do a more successful merchandising 


customers. to 


sumer. 


job—and we all know that when the retailer 
sells more, he buys more. It 
force of national advertising at the point- 


focuses the 


of sale and teamwork — between 
manutacturer 
Yes, marketing 


changing, and the end is not in sight. One 


promotes 
retailer. 
methods are 


and 
constantly 


of today’s important trends is toward more 
efficiency in methods of 
can only be brought about by manutacturer- 
that 
which are 


distribution, which 


retailer cooperation. I believe manu- 


facturers’ display programs 
geared to the retailer’s viewpoint will be a 
strong contributing 
tion. 

If national 
consideration to the 


factor to such coopera- 
advertisers are to give more 
retailer's viewpoint, 
they must learn to understand his problems, 
and the true in No true 
cooperation can be com- 
plete mutual understanding. 

that 
already 


same 1s reverse. 


achieved without 
such a common 
But, 
talks 


sure this 1s 


Some might = say 
based 


with 


understanding exists. 
on observation, reading, and 
retailers, I am not so 
generally true. To show you what I mean, 
let's take a minute to talk about the re- 
tailer—the man we hope is going to use our 
display helps. 


many 


The retailer is indispensable because it 1s 
he who sets up the distribution outlets for 
the products produced by many manutac- 
turers. Every manufacturer's 
tive calling upon him gives him advice as 
to the best running his 
Many of these representatives calling upon 


representa- 


way ot business. 


him want the feature positions 1 


They go 


display 
windows and inside the store. 
after as much space as possible, and oiten 
with ho regard for the high rent or expense 
the retailer might be paying for that space. 
As a retailer may 
sale of the manufacturer's product, but the 


result, the increase the 
gross profit from the resulting sales might 
offset the 
display. <A 


expense ot the space 


retailer mi a 


not even 
occupied by the 


good traffic location could very easily find 


himself donating expensive space for 4 


manufacturer display message that was prl- 
[Continued on page 120] 
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DISTRIBUTORS OF 





4 Mark % 
Look for —_— display creations 


QUALITY! 


It is the distinguishing mark that identifies 
those distributors and jobbers who carry the 


GUSTAVE RUBNER line of display merchandise. 








Welcome to our distributors and jobbers .. . and 


again we might repeat that our Christmas line will be ready 
for New York Market Week (June 24th to 29th). We will be 
represented in The Hotel New Yorker, room 646, where as usual, 
we will present new and exciting numbers — some of which 


couldn't be made during the war period. 


DISTRIBUTORS OF 














HERE ARE JUST A FEW OF OUTSTANDING DISTRIBUTORS 





display creations 


ARROW DECORATING & FIXTURE CO. ART R. COHEN 
asecteeel alee Phila., Pa. — Baltimore, Md. Pittsburgh, Pa. 
OF DISPLAY tmeusTaiEs SYLVAN COHEN DISPLAYS DAZIAN’S, INC. 
' San Francisco, Calif. New York, N. Y. Boston, Mass. 
) { 
\ JAMES A. COLE CO. Chicago, Ill. — Los Angeles, Calif. 
{ New York, N. Y. GARRISON-WAGNER CO. 
MAHARAM FABRIC CORP. St. Louis, Mo. 
\ New York, N. Y. — Chicago, III. NEW ENGLAND DECORATORS’ SUPPLY CO. 
] \ Los Angeles, Calif. Boston, Mass. 


PROGRESSIVE MERCHANDISE 
PeEsentTatios 


MARCUS WINDOW DISPLAY SERVICE, INC., Boston, Mass. 
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Time To Think Of 
Back-To-Sch 


GAY carnival spirit was introduced — volving center display The entrance to photograph 
into. Marshall Field) & Company's — the College 
College Shop when John T. Moss, Jr., — tration. 


tor of the well-known Chicago During tl 


shows one of the college dis- 

Shop is shown in the first ilus plays, taking its setting from a class in 

French. The instructor stands behind her 

desk, the blackboard is crowded with French 

Chicago, last words and phrases, and two students are in 

Bianchi, display director, used a poses indicating that the 
ot windows to portray school ended. 


e back-to-school promotion. at 
as | ampus (arrousel.’ Goldblatt Brothe rs, aiso ol 
been impractical te 





lesson has just 
rey Oo] Ving merrv-LoO-! ound 


circular shop, merry-go-round — scen from kindergarten right on up to Two back-to-school windows by Frank 

entrance and a rey ) colleg Faithtul adherence to reality was Vermilye, the Maison Blanche Company, 

ndise fixture contributed to. tl } ul Wherever possible Phe second New Orleans, are seen next—part of a 
ds stall provide 


; complete battery of related displays. <A 
\ small stag 


large window was uscd to set the theme— 
Oe ee os eae —The ‘Campus Carrousel’ was used by 


models who walked around tl — — le tering — — house (not pictured here) and figures in 
riche oss, Jr., is display director. . . . Upper right, senna racine enc Sa cl 

by Ray Bianchi, Goldblatt Brothers State street natural oo mplementary di pla) ache 
store, Chicago Lower left and right, two erties added to the naturalness of the set- 
s ae ey 4 ’ tee ; 1 : ; ‘ 4 

of a series of back-to-school windows by Frank ting \t the NS lett is seen anothet ‘3 
Vermilye, Maison Blanche Company, New the displays, showing the interior of a 
Orleans— school roon The 


a school-vard scene with a simulated school 


alas 


piped 
central 
omineg 


backgrounds were 
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OW UO 


he realism of SNOWTONE 
nd FEATHERTONE produces 

instantly—an authentic at- 
mosphere that is appropriate 
or Wintry windows. Set your 
August Fur Displays against 
backgrounds that have the 
‘litter and sparkle of real ice 
ind snow. Created by TIM- 
BERTONE craftsmen for your 


ndividual interpretations. 


LOOK FOR THE NAME 
TIMBERTONE ON EACH 


ROLL 


NEW YORK MARKET WEEK JUNE 24.28 
VISIT OUR DISPLAY IN ROOMS 620-621 


HOTEL NEW YORKER 


NG ERAG 


ECORATIVE COMPANY, INC. 
WEST 24th STREET, NEW YORK 10, N. Y 








STONE WALL 


PECKY CYPRESS 





= \ cue acm 
1 


to simulate walls, and the 


the books were sketched on 


another display in this series, 


a large piece of seamless 


shade for his background 


ravon several objects 


an: art class Rattat 


the window Sup 


Howland Dry Goods 
Conn., 1s l 
director. 
Leter, lea 
During 
Many 
idows Were P1IVeN ove 
in the photograp! 
on page 70 Simplicity was 
windows 


} 


1 1 
penecis, DOOKS al 


practically all these 


ards. globes 


ties contributing the 


upper right on the 
by Donald 1) 


tor Rothschild’s, 


lon Kestet 

Kansas 

complemented a 
returning veteran Some 


showed the former GI. in 
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—The display at the upper left is by Julian 
Smith, display director for Howland Dry Goods 
Company, Bridgeport, Conn. . . . Upper right, 
by Donald D. Kester, Rothschild's, Kansas City. 
. . . Lower left, by Ralph Egurola, Albert Stein- 
feld & Co., Tucson. .. . Lower right, by M. S. 
Swander, Younker Brothers, Inc., Des Moines— 
uniform, looking into a simulated = mirrot 
which showed his reflection clad in civilian 
Others 


garb. showed the veteran in mutt 


at hom«e his one illustrated pictured him 
is getting outfitted for collegiate life. Large 
vncils and rulers were slanted upward from 
rear and 


In the 


the tront of the window to the 


served as displayers tor accessories 
background was a giant pair of compasses 
formed of a 
paper 


circular em 


background was 
edge sheet of seamless 
were appliqued the 
1umerous colleges and universities 
lyacent to Kansas City 
Kurgol: display director for 
w Co., 


\rizona, 


located in the sun 
lucson, and the dis 
ower left 1s an example of his 

Designed with specific reference to 
University of Arizona, the 


giant letter “A” 


window had 


done in blue, around 


which were clustered groups of chrysanthe- 
mums and football equipment. Pennants of 
placed on_ the 
about the 
was in a bright 


mannequins were dressed 


universities 
paper 
window. The 


various were 


seamless background and 
background 
shade of red; the 
in casual wear. 
Younker Brothers, Des 
Mademoiselle in a 


Moines, tied in 


with series of back-to 


school windows and the showcard copy set 
the theme: “Younkers 
have that Mademoiselle look . 
quarters in Des Moines for 
fashions.” \ 
portrayed in the display pictured heré,’ with 


shows you how to 
. We're head- 
Mademoiselle 
college campus scene was 
two paper sculpture co-eds leaning from a 


window to talk to a student likewise done 


In paper sculpture M. S. Swander is dis 
play the store 


Charni Takes Over 
Bailey Display 
\thur 


director for 


L. Charni has become display dl- 
Company, Cleveland 

frederick Olson 
Charni had been with James McCutcheon & 
Co., and B. Altman’s, New York City, and 


Newark. 


rector for The Bailey 


Hy succeeds the late 


Kresge’s, 
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bout the 
a bright 
» dressed 
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JUNE MARKET WEEK 


IN NEW YORK 
JUNE 24-29 


The first post war exhibition sponsored by the National As- 
sociation of Display Industries is a nationwide effort, and 
will be the largest assemblage of display manufacturers from 
throughout the nation ever to show in New York. 


our FALL AND CHRISTMAS LINE WILL BE ON 
DISPLAY IN OUR SHOWROOM 


Don't fail to attend! 
Don't fail to make hotel reservations at once! 


Don't fail to attend the Second Annual Visual Merchan- 
dising Council, Thursday Afternoon, June 27th, at Man- 
hattan Center! 


Don't fail to attend the N. A. D. |. Reception, Thursday 
Evening, June 27th, at the Hotel New Yorker! 


THE L.J.CHARROT COMPANY, INC. 








te ARTIFICIAL FLOWERS 
DISPLAY DECORATIONS 
ART DISPLAY STUDIOS 











36-38 West 371m Sreeer 
NEW YORK 18 


"OUR TWENTY-FIFTH YEAR SERVING DISPLAY" 
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Parisian Display 








Troubles Linger 


Georges Loewy, DISPLAY WORLD'S correspondent 
in Switzerland, visited Paris recently for the first. tim 
since the war ended and picked up the photographs seen 
here. Only a glance is needed to see that the troubles of 
Parisian displaymen did not end with the cessation of 
hostilities. Extemporized backgrounds, props, lack of 
lighting ... all are clearly evident in these displays from 
two well-known firms. 


The first two displays are by Mlle. A. Dubois, Grand 
Magasins du Printemps, while the remaining three are 
by M. Jean Adnet and M. Etienne Chaperon, Au Galeries 
Lafayette. Of interest are the basket-weave paper back- 
grounds and the use of thin rounds of natural wood for 


a similar purpose. 
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Natural Creations 


241 EAST 36TH STREET 
NEW YORK CiTY 16 


When in New York for 

DISPLAY MARKET WEEK, June 24-29, 
visit our showrooms at above 

address and rooms 609-610 at 

Hotel New Yorker. 


See our complete line of 


_ XMAS and FALL 


Displays 


Natu zal Cre Bion » 


17 


are nature's creation 





—Giant representations of scenes from Holiday 
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ee 


he 


magazine served as backcround for the Neiman-Marcus displays used during ‘Holiday in Texas'— 


“Holiday In Texas’ 


1 xas,- a week long 
Neiman - Marcus 
Company, Dallas, presented with the 
Holiday 
tis Publishing Company's 
and travel, gave 
studded 
spirit The 


OLIDAY in 


celebration at 


cooperation of magazine, The Cur 


new publication 


devoted t© recreation 
loving and a stat roster of 
taste of the 


f May 13 


I xXans 


} 


a ore holiday 


was highlighted by two 


By MARIHELEN McDUFF 


Neiman-Marcus Company, Dallas 


coast-to-coast radio broadcasts starring Ilka 
Chase, Edgar Guest, and “Senator Claghorn” 
Delmar), a series of special fashion 
shows, and the formal opening of the new 
Neiman-Marcus Travel Shop. 

The Holiday 
decor and display, as well as in mood, unde 
Malloy, Neiman- 


Giant hand 


(Kenny 


motif was carried out in 
the direction of 


Marcus 


Guy 


display manager. 


—An idea of the style show setting used for the promotion is seen faintly at the right of the 


model; 


\lka Chase stands at the microphone— 


Holiday 
used as back-drops in the window displays 
On the main floor of the 
lemon and lime 


painted scenes of inspiration wert 


store simulated 


trees were laden with real 


fruits and a big weeping magnolia tre 


over the center asl 


brilliant 


spread its branches 
travel 


the glamour spots of the globe were placed 


(jay posters in colors from 
on great easel mountings. 

In the new Travel Shop, planned by one 
ot the 


featuring 


nation’s foremost store designers and 
travel 
sories and leather goods in America, fixtures 


some of the finest acces- 


are of frosted oak, with shadow-boxes con- 
7 Its domi 


world 


taining choice pieces of luggage. 


nant decorative theme is a_ large 
mural on the entire back wall. 
In this 


ning, May 15, 


setting on Wednesday eve- 
Neiman-Marcus and Holiday 
facilities of American 
Company a nation-wide radio 
program, with Ilka Chase acting as Quiz- 
Mistress for a 


festive 


presented through the 
Broadcasting 
series of fashion questions 
directed to four Dallas civic leaders, assisted 
by Margaret editor ot 
Holiday ; Senator Clag- 
horn of the blustering 
tributes to declaring 
International 
citation 


Hockaday, fashion 
Guest, and 


Fred Allen 


love and the 


Edgar 
show 
South, 
Day, accepting a 
Coke Stevenson 


making him an honorary Texas Ranger, and 


Claghorn 
from Governor 
donning a ten-gallon hat. 

Ilka 


Edward 


shared the microphones with 
Marcus during the fashion show 
followed the broadcast, in wl 
clothes and from 
collections of distinguished American 
Neiman - Marcus 


ar ° ° ae 
originals lor Vacation wear were presen ea. 


Chase 


which ich 
1 : 7 +} 
holiday accessories . 
le- 
series of 


signers and a 
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We might be prejudiced about this new type of window 
display lighting; so we’re letting some of the finest 
stores in the country speak for us. 

Use ILLUMINO in color and 

motion for special effects, or in clear 

white for superior all-occasion 

lighting. Visit our showrooms 

during market week. 


ILLUMINO CORP. 
1595 Broadway, N. Y. C. 


- 
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ILLUMINO CORP., 1595 Broadway, New York City 19 


Please send me free literature giving full details of the Iumino 
system of window lighting. 


Name 





Title 





Store 





City 
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The Designers Page 


By A. EUGENE CLAUSSEN, Art Director, 
J. Rogers Flannery Jr. & Associates, Pittsburgh 


Once again we go ‘Back to School.’ These display ideas, designed by Douglas Pickering of the 
Flannery & Associates art staff, are easily adapted to both large and small windows. The ideas 
could well be used as themes in store-wide promotions for the sale of all types of “back to school’ 


merchandise. 


The background of this window is covered with a 


coppery, rust-colored seamless paper. 


The large fluted column is of white corrugated 
board. The cap is also made of white board. 





An actual door and frame are used in the center 








of the window, finished in a light, natural wood. 





The pennants are made of wallboard or plywood 





and painted in the approved school colors. These 
are raised off the floor in various positions by 


wood dowels. 


An actual mannequin can be used in the open 
door or this can be a cut-out painted figure or a 
cut-out photo blow-up. The figure should be spot- 





lighted as well as several of the pennant display 
boards. 


The background is made in two panels, using a | x 2- 
inch wood frame. This is covered with seamless paper. 
The panel on the left is a rust color and panel on 
the right is a light yellow. 


The figure shown in the background can be a manne- 
quin or a photo blow-up. Actual foliage may be 
used in front of him as shown. 


The sidewalk indicated is simply a piece of wallboard 
on a | x 3-inch wood frame. The brick effect can 
also be made of paper. 


The figure in the foreground again may be a manne- 
quin or a photo blow-up. 


The "Go: Slow, School" sign is of wallboard mounted 
on a wood dowel fastened into a base. 


The three-book display boards have covers of wall- 
board and heavy sheets of paper are used for the 
leaves of the book. 


The three Rs are cut out of wallboard and raised 
above the book with a wood dowel. 


The figure in the foreground should be spotlighted. 





a | x 2- 
s paper. 
sanel on 


manne- 
may be 


allboard 


ounted 


of wall- 
for the 


raised 


lighted. 
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Left Standing Unit 


As trimmed by Dave Estes of St. Louis, Nationally Known Display Director 


“You don’t have to be a super-duper window trimmer to make 
outstanding displays with these versatile, easy-to-trim units. 


Of satin-finish Pecky Cypress, solidly constructed for repeated 


use, they can be set up dozens of different ways to display 


both men’s wear and women’s waa” : om 





$13.75 Wall Display Unit. . . . $14.75 Right Standing Unit... . .« $16.00 


Large Acorn & Leaf Spray (left) . $17.00 Floor Platform .. . . . $24.00 Small Acorn & Leaf Spray (right) $13.75 


FOUR IMPORTANT REASONS WHY ZEM SHOULD BE YOUR CHOICE... 


1A COMPLETE LINE... 
Saves you time and effort 
in buying...gives you a 
selection of high-styled 
displays with exclusive 
features that attract the 
public’s eye and makes 
them want to buy 


DISTRIBUTORS: 


Y OUR 


2 QUALITY...ZEM never sac- 


rifices quality for quantity. 
With our added facilities 
we are now able to in- 
crease production and 
maintain the high stand- 
ard that has made ZEM 
the fastest growing line. 


CHICAGO —Maharam Fabric Corp. 
BUFFALO—Samual C. Dutch & Son 
PHILADELPHIA — Advance Displays 
NEW HAVEN—Fren-Zee Store 
Equipment & Fixture Co. 


O.&. fF 8 


KNOW HOW...For 
21 years ZEM has 
pioneered in the 
development of 
new and better ma- 
terials and offering 
modern displays to 
fit every budget. 


WRITE 


RESULT... More 
display men today 
than ever before 
recognize the ZEM 
trademark as a 
symbol of quality 
displays that build 
profitable sales. 


Bt G8: G4 





DETROIT—Michigan Display Supply Co. 
DES MOINES—Kes! Display Service 
BURLINGTON, N. C.—Mac Thigen 
LOS ANGELES—B. A. Jacobs Co. 










HAT 
is simplified, effective 
presentation. It is the 


1s “Split Second Selling” It 
merchandis¢ 
ability to 
capitalize on all your various forms ot 
lead directly to that brict 
individual to 


advertising, that 
interval of time it takes an 
walk past your store’s displays. 
Window 
7 the 


chant’s bag of 


interior display is one 
tools in the 
display 


and store 


most selling mer 


potent 
tricks 1f is used 
dramatically. 
to display 
importance as they 
selling efforts: 1. Attract 
\ttention 2. Create Interest. 3. Arousse 
\ction 
these 


intelligently, consistently and 


Basic selling principles apply 


in their same relative 


apply to all of your 


Desire 4. Induce 


vouve seen points charted 


[ must emphasize them again 
them to better 
suuld be “Merchandise Presenta 

“Visual Merchandising.” 


number one | 


display—or a 


tion,” o1 


Undet want to put first 
\. Striking 


Now, 1] 


olors in 


( olors 


vou are going to use. striking 


merchandise presentation, you'll 


to know something about color prin 
impossil 


briefly. I'l 
illus 


In my limited time it 1s rl 


into color theory 


mak my 


except 


point with a homely 


familiar to all of you. I’m sure 
been out 

What do 
Probably 


sunrises or. the 


you folks have 


California deserts you 


about the 


glorious 


remember best desert 


one of those soul-litting 


1 


the desert’s 


easily the 


glow of color in evening sk) 
Can't 
the warm 


sky Certainly But 


vou picture vivid yellows, 
oranges in the 
those 


background ot 


reds, the vibrant 


weren't radiant 


colors superimposed upon a 


misty grays, pale blues and sand _ tones 
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By HARRY H. HAMILTON 
Hershey's, Santa Monica, Calif. 


You remember best the striking colors. But 


the myriads of grains of sand were 


The humble tumbleweed came rolling along. 


there in the 
color 


The rocks were distance. 
But these The 


striking colors were the stars of the desert 


gray 

were the stooges. 

stage 
Take 


Use striking merchandise colors if you will, 


your own color cues trom 


but put them in settings of subdued tones. 
Floor coverings and backgrounds should be 
Stars. I 


seen SO 


merchandise 
“Oh, I’ve 
beautiful backgrounds in the big city 
shrieked with color.” 

displaymen 


the stooges for your 


know you are thinking, 
man\ 
windows that literally 
Haven't the big 
the color rules? Perhaps. But 

know all about the 
can break them successfully. 
side in 
rules of good display procedure. 


broken 
must 
you 


city 
you 

before 

You 


color if 


rules 
will be 
on the safe using youll 
follow. the 
Phe same principles in the use of color apply 
equally as well to your store interior set- 
tings. 

good 


Lighting. A display 
lighting on the 


B. Unusual 


must have adequate mer- 


chandise presented, concentrated on the 


selling, not on your back- 
Colored light- 
You see 
It is pleasing to 
will, but be 
some 


items vou. are 
grounds or on the sidewalk. 
ing should be mentioned. colored 
lighting used extensively. 
eves Use it if 


your you 


cautious, for commit 
errors 1f you don’t know how to paint 
light. I can’t tell 
principles hecause of the 
only tell 


you may grave 


l 
color 


many of the 
alloted 


eas) 


with you 
time 


take it 


me. 


L -can you to with 


—A typical retail group at one of the many 
Business Planning Institutes before which Harry 
Hamilton discussed practical display. The 
author is fourth from the left in the front row— 


there. 


nature, 


t-Second Selling 


colored lighting; if you use colored 1: 
windows, put that lis 
Keep the white 1 
your merchandise unless you have ma 
the intricacies of colored lighting. 

that 
when the 
type, blue-glass incandescent lights appeared 
on the market. Merchants everywhere and 
displaymen, almost universally, hurried to 
equip their windows and their store interiors 
with this new type light, for they were told 
that it was a daylight light. It would bring 
out the their merchandise 
True, no doubt. What they didn’t tell you, 
and what merchants and displaymen found 
that these 
light. It cruel, 
repellent; it rubbed people the wrong Way. 
The daylight-type lights 
disappeared from many stores and now the) 
certain specific 


in your show 


your backgrounds. 


I know many of you 


very 


can remember 
first daylight- 


away back 9 


real colors ot 


out very soon, Was new type 


lights emitted a cold was 


incandescent 


soon 


only for things 


rule to 


are used 
follow is to use colored 
carefully. The prin- 
lighting installations of 
with 


A ood 
ligh 


ciples 


ting very same 
apply to 
fluorescent lighting incandescent 
Combine both types for a more pleasing and 
sales-building effect. 
ID. Sound Effects. 


how sound 


going to 
help your 
displays. How many ot folks here 
tonight remember the oversize laughing 
Santa Claus which appeared at Christmas- 
time the years in Angeles 
department Cant remember 
how his great body quaked and shook with 
laughter? And you remember how 
actually him laugh? It 
work, a bang-up job for 


Now, you're 
will 
you 


wonde) effects 


past few Los 


stores? you 
can't 


you heard was 


sound at doing 
display. 
Santa's 


laughter, piped out to a_loud- 


[Continued on page 90} 
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James Leuer and Company 
request the pleasure of your company 
at their showing of fine fashion display creations 
during Market Week, June twenty-fourth through twenty-eighth 
to be held at the new Leuer Building 


50 Eighth Avenue 








‘ T O L S in everything for 
DISPLAY 


on exhibit at our spacious showrooms during 


NEW YORK 
DISPLAY MARKET WEEK 


JUNE 24 - 28 








We'll be waiting for you with a complete showing of the newest and best in display fixtures, equip- 
ment, mannequins, novelties and accessories. And you'll find everything displayed for convenient 
and time-saving selection. Visit our showroom where hospitality and good fellowship are a by-word. 
At the cross roads of display — where displayman meets displayman. 





NEW! DURABLE DORABLE MISS MANNEQUINS .. . FIXTURES .. . FORMS .. . SPECIALTIES .. . 
RACKS ... PLASTIC, WOOD. AND. COMPOSITION. NOVELTIES 


Here is an entirely new line of mannequins 
for the MISS, size 12, that will be a win- 


ning companion to the famous Durable 
Dorable Debs. 
See the Complete Line on N AT N C 


Display in our Showroom 


puna Wen Ge & DEARS 39 W. 37th ST. NEW YORK CITY !8 
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Market Week Plans Completed 


HE largest attendance for any display 
event in history is predicted by many 
factors in the display field for Display 
Market Week, sponsored by the 
National Association of Display Industries 
and will be held in New York City during 
June 24-28. The official hotel, the New 
Yorker, “sold out” early in June and 
other hotels report a deluge of requests for 


which is 


Was 


reservations by displaymen who will attend 
Market Week. 

Under the direction of Dana O’Clare, well- 
known display consultant who is in charge 
of arrangements, final 
the 
Council 


been 
Visual 


plans have 
second annual 

which will be a 
feature of the meeting. To be held in Man- 
hattan Center, next door to the New Yorker, 
on the afternoon of Thursday, June 27, the 


extremely 


worked out for 


Merchandising 


Council is expected to draw an 
large hear talks and 
demonstrations by Dr. Herman Brandt, pro- 
director of the 
Drake 


Psychology 


crowd to witness 


fessor of psychology and 
Visual 
university, Who will discuss “The 
Kenneth Lang, 
who talk on “Preview of 
Animation’; a 
including; Frances Hughes, of 


Mildred Morton, of 
Harper's 


Research Laboratories of 


of Seeing” consultant 
physicist, will 
Ilustory 
authorities, 
Mademois«¢ lle, 
Esther 
Kelley, of 


corps of fashion 
Vogue, 
Helen 


Lucia 


Lyman, of Bazaar, 
Garden, and 


House and 


Foreman, of Charm; and a group of mer- 


chants who will “Viewpoints of 
Store Management.” 

\lan Wells, 
Kaufmann 
will master of 


Visual Merchandising Council. A 


present 


sales promotion manager ot 
Pittsburgh, 
ceremonies at. the 


Department Stores, 
SCT V¢ as 
group of 
well-known will 


displaymen participate in 


the fashion quiz; among them are John R. 
Foley, 


& La. 


Rich's, 


window display manager, R. H. Macy 

New York City; Frederick Yost, 

\tlanta; (Gauy Malloy, Neiman- 
Marcus Company, Dallas; John C. Nichols, 
Phe Higbee Company, Cleveland, and W. T. 
Munford, former display director for Thal- 
Richmond, and now sales promotion 
that 


himers, 
manager for firm 

The International 
will also hold its 


Market Week. 


announced by 


Display 
Display 


\ssociation of 
meeting during 
The tollowing program has 
Estes, St 


organization 


been Dave Lous, 


president of the 
until 
officers and directors of 


June 23, 10 a. m. 
Meeting of the 
IAD. At this meeting 
laws will be results of 
the the 
officers and directors for their consideration. 
Sunday, June 23, 2 p.m. IAD officers and 
with representatives of 


Sunday, noon. 
the 
a revision of the by- 
the 
over to 


discussed, and 


session will be turned new 


directors will meet 
View 


athlia- 


organizations, with a 


out plan 


other display 


toward working some for 
tion 

Monday, June 24, 10 a. m 
will be held, 
In the 
take the 


“vardstick 


noon. A 
the 
forum, 


until 


clinic) meeting open to 


entire membership form of a 
discus- 
the 
value of display, both window and interior.” 
states: “The IAD has 


deal of trouble 


session will form of a 


this 


sion of a for measuring 


President Estes POM 


to compile a set 


of facts and figures which will prove of real 
interest to everyone in display.” 

Monday, June 24, 2 p.m. A meeting open 
to the membership at large. At this session 
the election of officers for the coming year 
will take -place. In vote, it is 
necessary to bring a paid-up membership 
card to this meeting. 


order to 


The site for the various [AD sessions will 
be announced on the bulletin the 
Hotel New Yorker. 

Listed below are the National Association 
of Display Industries members who have 
taken space at the Hotel New Yorker for 
their exhibits. It must be remembered that 
many New York City display firms who 
not included here will have elaborate 
exhibits in their own showrooms, and some 
of the local firms will use both their show- 
and the New Yorker. The 
following list, compiled by the New Yorker, 
is complete as of June 6: 


board ot 


are 


rooms space at 


Advance Displays, Philadelphia... Room 644 
\llied Display Materials, 
New York City 
Austen Displays, 
New York City 
\nkerum Manufacturing Company, 
Philadelphia 


Rooms 522, . is 524 


Rooms 528, 529, 5 


Room 
\rrow Decorating & Fixture Com- 
pany, Philadelphia Rooms 518, 519, 
\bacot Displays, New York City 
\dler-Jones Company, 


Room 601 


North Ballroom 
\lleock Manufacturing Company, 
Ossining, N. Y. 
Bulkley, Dunton & Co., 
New York City 
Carrata Mannequins, 


Chicago 


Rooms 734, 


Rooms 636, 637 


Los Angeles Rooms 549, 550 


Columbia Display Material Com- 
pany, New York City 


Crystalline Plastics Company, 


Room 606 


Los Angeles Room 507 
James A. Cole Company, 
New York City 
Coy, Disbrow & Co., 
New York City 
Display Effects, 
Los Angeles 


Re 0M 521 


Room 608 


Rooms 740, 741 

Display Equipment Corporation, 
New York City 

Decorative Novelty Company, Inc., 


Room 503 


Brooklyn Room 527 
LL. A. Darling Company, 
Mich. 
Display Mannequin, Inc., 

New York City 544, ; 
Dazian's, Inc.. New York City Room 
Dingleman-Wolff Company, 

New York City 
Facil Fabrics, 

New York City 
Grant & Silvers, Inc., 
\ngeles 


Bronson, Rooms 627 


Rooms 


547,5 


Re dOTNS 


Rooms 622, 


Los Rooms 504, 505, 506 
General Display Corporation, 

Cincinnati Rooms 639, 640, 641, 642, 643 
General Display Studios, 
Room 516 
Room 624 


Los Angeles 


Gardner Displays, Pittsburgh 


Garrison-Wagner, 

St: Rooms 601, 611, 612 
Earl W. Gasthoff Company, 

Danville, II1. Rooms 511, 512 
B. A. Jacobs-C. Barrango Company 

Los Angeles R 
Irving Kaley, New York Citys R 
K. G. Kurtis Studio, 

New York City R 
Korrect-Way Display Products, 

St 


Louis 


Louis Rooms 
Lee Plastics, Philadelphia Ri 
London Displays, Pittsburgh Rooms 
A. Lutz., New York City Ri 
Lynn Display, New York City Ri 
Maharam Fabric Corporation, 

New York City 
Magnani Mannequin Company, 
New York City 

Majestic Display, 
New York City 
Modern Displays, 
Washington, D. C. 
Mileo Mannequins, 
New York City 
Natural Creations, 
New York City 
New England Decorators Supply 
Company, Boston 
New Style Studio, 
New York City 
Oltmanns, Omaha 


Rooms 


) inp 
Rooms + 535 


Roo S O18. 619 
44 m is, 0 


Rooms 625, 


Rooms 609, 610 
Rooms 634, 635 


Room 538 
Rooms 732, 733 
Royal Paper Corporation, 
New York City 
The Reyburn Manufacturing 
pany, Philadelphia 
Gaustave Rubner, Inc., 
New York City 
R-Tex Company, New York City 
Sherman Paper Products Corporation, 
Newton Upper Falls, Mass. 
Schack’s, Inc., 
Chicago 


Room 653 
Com- 


Room 607 


Room 645 


Room 616 
Room 631 


Rooms 540, 541, 542, 543 
Sales Paper & Supply Company, 
San Francisco Room 645 
Scheuer Manutacturing Company, 
New York City 
Frederic Shipman, 
New York City 
Silvestri Studio, Hollywood 
Silvestri Art Manufacturing Com- 
pany, Chicago North 
Starkman Display Center, 
Los Angeles Rooms 604, 605, 617 
W. L. Stensgaard & Associates, Inc., 
Chicago Panel Room and Foyer 
Shoe Form Co., Auburn, N. Y. 
Taylor Creations, Boston 
Tally-Ho Display Studios, 
New’ York City 
Timely Service, New York 
City Rooms 648, 649, 650, 651, 652 
Timbertone Decorative Company, 
New York City 
Frederic Weinberg, 
Philadelphia 
W. M. Zeppen-Field Studios, 


Hollywood 


Rooms a 


Room 638 
Ri 0M 508 


Ballroom 


> 
Room 603 


Ri OM 73/ 


51/ 


Room 
Rooms 620, 621 
Rooms 
Rooms 


Zaria Displays, 
New York City 
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OS ANGELES REPORTING 
[Continued from page 49] 
Desmond's Leisure Wear,” but the 
of the display was similar to the 
it promotion. 
ions Go Rustic” was the theme used 

Broadway's Stuart Raymond for his 
display showing a blue, pink, and 

ow pulling a small cart painted with 
pastel colors. In this display, the 
innequins wore identically designed 

s. The only difference was in the 

me was pink, one yellow, and one 
wo of the figures were standing on 
filled two long 

‘bons which terminated in a bow on 
of the cow, the other holding a 

‘bon which was tied to the neck of 
black papier mache donkey at the 

nd of the window. Green bamboo 

et at an angle, helped frame the 

\ grass mat was used on the floor. 


cart—one_ holding 


e bee, attached to the side of the 
iused a great deal of comment 


prospective customers. 
Robinson & Co.’s annual 
e promotion always causes a 
comment, and this year was no 
ion As usual, Display Director 
Pettit did the backgrounds, while 


Lentheric 


great 


nent Los Angeles florists did the floral 


s. The perfume “Confetti,” for ex- 
had a typical Latin American setting. 
itform, bars, and wings were specially 
ited for this particular display. The 
lv-constructed wings framed a pastel 
pun glass fabric backdrop on which 
watercolor painting of a Latin Amer- 
cene. An antique chest, filled with 
. had a serape hanging out the side. 
phrase “beautiful 
Hy hues” gave Display Director Stuart 
idea for ‘The 
Large butterflies, with 
satin 


manutacturer’s 
nd an Broadway's 
fly window.” 
olored metallic 
were pinned to the background. One 
butterflies was used as a background 
suitable for 


wings and 


display ot accessories 
with the “Butterfly Hue 
f{ the three mannequins used in this 
vy was shown standing on a platform. 
around the base 


Dresses.” 


ia colored shavings 


graceful curve 

1 the feet of the figure at the other 
the window, accented the high color 
interesting display. 


ring’s Artistry” was the theme used 
splay Director Irvin P. Walden for 


s’ colorful display. A 
ng of a beach scene was pinned to a 
awning - stripe card, 
in turn was mounted on an easel. A 
approximately) 
artist, 


sportswear 
vari - colored 
mannequin, 


mache 


ize, was shown as the brush 


sed. A long awning - stripe mat was 


m the floor. A long paper vine, with 
paper flowers fastened to it, was run 
the ceiling down through the center of 
splay, twining among the accessories, 
erminating at the other end of the 


A 





Don’t forget — send in your news 
ms about all happenings in the dis- 
iy field: births, deaths, marriages, 
anges of position, anything pertain- 
x to display or displaymen any- 
1ere, 
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WIRE FINIALS 


Achieve a high degree of decorative value. 
Two particularly attractive designs shown 
here on our 1 woodrope poles (20c per ft.). 
Prices 

No. 5135A—7"'x14o"’ ...$6.25 Per Piece 

10’x21” 9.00 Per Piece 
No. 5135B— 5’’x15” 7.00 Per Piece 
81x24” 9.25 Per Piece 


WOODPLAQUES and 
WOODPLAQUE PINS 


Attractive decorations for use as single orna- 
ments, patterns on backgrounds, lattices, etc. 
Plaques 7” in diameter x 14’ thick. Dowels on 
woodplaque pins 18” x 34". 
No. Prices Per Dozen 
1146A_ Rosette Woodplaque 
1147A_ Button Woodplaque ..... 
1148A Knob Woodplaque ...... 
1146B Rosette Woodplaque Pins 
1147B Button Woodplaque Pins. . 
1148B Knob Woodplaque Pins... 


J 
ey -@ 





Colors 
$17.80 
12.00 
17.30 
21.80 
15.00 
20.50 


Natural 
$15.50 
$9.80 
15.00 
19.50 
12.80 
LE: mele) 


SEE AUSTEN AT NADI MARKET WEEK ~~ _t 
JUNE 22-29 » HOTEL NEW YORKER e ? 
ROOMS 528-529-530 e 


WOODPLAQUE * 
BACKGROUND 
No. 1160—A novel window filling display that 
makes a distinctive setting for accessories, 
blouses, shoes, etc. Can be made out of No. 
1147A or No. 1148A. 












ALWAYS WORTH 
A VISIT! 


Austen's Gift for individuality Price of Lattice Only (Without Plaques) 

makes a visit to an Austen show- Natural — Colors 
‘ a : Je Uy oe $8.50 $11.00 

room an inspiring experience! B—4 Ft. x 8 Ft 15.00 20.00 


31 WEST 31ST STREET + NEW YORK, N. Y. 
27 East Monroe St. (Werner Lewy, Repres.) * CHICAGO, ILL. 


LS ntten DISPLAY 
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ODA News Notes 


HE Ohio Display Association Iduca 
tional Conference and Exhibition 
staged at the Carter hotel, Cle veland, 


Mav 24-26, was a tremendous success. De- 


spite the nation-wide railroad strike which 


as called the day before the opening oO! 
Ohio's first display convention, it was 
attended by several hundred persons 

President | \. Osterland opened the 


followed by 


erence speaker ; d 


of Cleveland B. W 
tion manager, Wm. Taylors’ Son & Co.; 
Dave Estes \sso 
ciation of Display; Harold Weinstock, sales 
Roebuck & Co.; 
promotion manager, The May 


Lloyd Jensvold, con 
Mavor 


sale S promo 


meeting 
i welcome by the 

Newall, 
president, International 
promotion manager, Sears, 
Cc. M 


Company ; 


Davis, 
George F. Weisenbach, advertis 
ing manager, Seiberling Rubber Company, 
\kron, and a technicolor film and talk by 
William Mize, Cleveland Illuminating Com 
Dany. 

The Saturday sessions were given over to 
competitive demonstrations 


Sultan, 


the individual 
Maury | 


Company, 


display director, The 


Unio Columbus, was chairman 
of demonstrations The women’s ready-to 
wear demonstrations produced three winners 
in the following order Robert Scott, The 
May Company, Shirley Stein, 


Stearn’s, Cleveland; and Karl Kayser, Bow] 


Cleveland; 
ing Green. The women’s sports wear demon 


stration winners were KE. R. Webster, Rik« 


Kumler Company, Dayton; Greeno De 
Cresie, The A. Polsky Company, Akron, and 
Duke Kerstein Phe Union Company, 
(Columbus 


Phe after started off with 


session 


By C. H. FADEM 
Managing Director, Cleveland 


men's clothing and 
tions... C. 
Cleveland, won first, with Maury L. 


Se¢ ond. 


Robert Gordon, Halle Brothers, Cleveland, 





—Joe E. Vent— 


kept his audience keenly interested with his 
black light draping demonstration. 

The final demonstrations were quite un 
usual, particularly in the manner they were 
handled. William Thompson, Wayne Dis- 
play Service, installed a very colorful and 


attractive crepe paper display built around 
a cosmetic theme. 
The Seiberling display 


department set up a very attractive tire dis- 


Rubber Company 


furnishings demonstra- 
Marshall, The Higbee Company, 
Sultan, 


play. Maury Sultan then took over and 

arranged the display the way a displayman 
would do it by adding men’s clothing and 
furnishings, at the same time explaining 
tire displays are treated when they are a 
part of the specialty and department stor¢ 


= 


setup. 
The banquet on 
standing event. 


Saturday was an out- 
Paul McPherson, manage1 
of Market research and sales personnel for 
Company, was the 
Other notables at the speak- 
ers’ table were Jack Cameron of The Carrata 
William Toll, president, Detroit 
Dave Estes; Joe E. Vent, 
Company; Lloyd Jensvold; 
Dorothy Lynch, Dorothy Lynch Studios; 
E. A. Osterland, Taylor’s; Frank Collins, 
president, Cleveland Display Guild; Jack 
Zealor, treasurer, ODA; C. H. Fadem, man 
director, ODA, and B. W. Newell. 


master of ceremonies. 


the Seiberling Rubber 


guest speaker. 


Company ; 
Display Club; 
Rike-Kumler 


aging 


Display clubs and representing 
\kron, Canton, Detroit, Youngstown, Day 
ton and Columbus were on hand. 


OT Ups 


The registration desk was in the capable 
hands of Mrs. C. H. Fadem, Mrs. Jack 
Zealor, Mrs. Frank Novak, and Mrs. E. A. 
Osterland. The hostesses were Mrs. P. J. 
Westland, Mrs. M. L. Black, Mrs. Maury 
Sultan, Mrs. F. W. Collins, and many others 
The registrations showed 167 
with 332 attending the banquet. 

The I. R. Copperman Memorial 
graph collected 700 
After the process of the proper eliminations, 
Jack Nichols, The Higbee Company, Cleve- 

[Continued on page 112) 


displaymen, 


photo 


contest photographs 


—A scene at the Ohio Display Association banquet held the evening of May 25— 


- OHIO Display ASSOCIATION 





CLEVELAND 
DISPLAY GUILD 
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yl i 1100 S. WABASH AVE. 
4 
n = 
anager S AWAY FROM THE SMALL CRAMPED QUARTERS AT 1100 
nel for E SO. WABASH AVE. TO OUR NEW BRANCH FACTORY, 
as the WAREHOUSE AND SALES OFFICE AT 2030 N. NATCHEZ 
speak- AVE., CHICAGO 35, ILL. HERE IN OUR MODERN THREE- 
‘arrata STORY AIR-LITE PLANT COMPLETE WITH MANUFACTURING 
Jetroit FACILITIES AND RAILROAD SIDING, WE WILL BE ABLE TO 
Vent, FILL PROMPTLY (AS MORE RAW MATERIALS BECOME 
svold ; AVAILABLE) THE EVER INCREASING DEMAND FOR 
udios ; REYBURN’S SHIPPING AND MARKING TAGS, LABELS, PIN 
ollins, TICKETS, DISPLAY MATERIALS AND PAPER SPECIALTIES. 
Jack 
are THE REYBURN MFG. CO., INC. 
Jewell, PHILADELPHIA, PA. 
enting , ; 
Day ttt panes 
’ NTI Tm 
. setAtUCSUAUIENNASISRUASRANEOAUALAESLOLOORDLDS ari 
apable Wt TIT 
Jack or sarttt ri “BUY REYBURN’S 
B.A P AND YOU BUY THE BEST” 
PJ. 
Maury 
thers 
Lyinen, tT 11 | RA L g 
on GENUINE STRUC® Coc SENDS ORIGINAL 
rapns OF TEMPERED MASONITE 
ations, 
— For Woderu Kemedeling aud Yew Courtructiou 
In Stock 
; eee Ae ae jonny : Send for 
Available ; 
Immediate Catalogue 
Shipment Blueprinting 
Seventeen 
Basic Designs 
DESION Available 
I-24 
un ~\ \} 
Structural Senn Create aden Electric Appliance Store \\ y = 
with Smart Lighting Effects. Trock Appliance Co., é Y) * 
Chicago, Harry Meyers, Display Mgr. / “> 
Made of strong, tempered Masonite Presdwood, Structural Bends are a practical, inexpensive mate > (. 
rial for creating outstanding treatments for smart, modern window backgrounds, interior and ‘ 
remodeling construction. They are flexible ... easy to cut... construct... finish and install J 
Bear be j ; . Quickly interchangeable to meet daily or seasonal requirements. Seventeen basic shapes, bee 
eee” ome emer available in 8 foot and 12 foot lengths ... Any height ... any shape ... any size area S ws 
A POPULAR DESIGN can economically be treated. They are designed to meet the requirements of modern construction rere 
¥ aietueae Gane” for store interior, backgrounds, equipment and display, new construction, remodeling. Time tested 
” . . ow GOFOOIe-. as odern ... ex ly practical... afford al t limited ort ties 
for csentiae obsidian onesie a et ie a ee ‘ave ie the; weaiiae tee’ Toe DESIGNS AVAILABLE 
shipment. Plan vour needs ... Place your order now! 
DISTRIBUTED EXCLUSIVELY BY 








Stensgaard and Associates, Inc., 346 N. Justine St., Chicago 7, Ill. 
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Title Regintered Uv. s. Patent Office 

Combined with . 

MERCHANTS RECORD & SHOW WINDOW 
Issued on the Fifteenth of Every Month by 


| THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 
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H. C. MENEFEE; President, 
NATHAN SiLVERBLATT, Manager, 
R. C. KASH, Editor. 








OUR PLATFORM 
1. The Promotion of Display. 
. More Display Cooperation by Manufac- 
turer and Merchant. 
. Advancement of the Display Business. 
Practical Service to the Display Profession 
and Industry. 
. Greater Appreciation of Display’s Power i in 
Merchandising. 


6. Absolute Indepastiears 7 cof “Our Editorial 
Columns. 
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Display Class 
Case History 

The question, “What does a student get 
out of a short-term evening class in dis- 
play?" has often been asked and never 
answered very satisfactorily. The following 
summary of the recently concluded class in 
display at Washington university’s School 
ot Retailing, St. Louis, sheds some light on 
the subject from a student's standpoint. It 
was written by Norman Abrams, Wohl Shox 
Company, a member of the class 

This course, an innovation at Washington 
university, Was given as an adjunct to the 
egular group of courses in the School of 
Retailing. In a preliminary meeting of the 
class of 35 pupils the objectives of the course 
Instructor Dave Estes, 
president of the International Association of 


were outlined by 


Display, and the relationship of the objec- 
tives to practical display phases were dis 
cussed by Arthur Buckland, promotion man 
ager of Famous-Barr Company, and George 
president of the National Associa 
tion of Display Industries 


Silvestri 


Phese objectives Were 
(a) A 


methods used by 


description of techniques and 


various tvpes ot 
businesses in producing displays 

(b) A review of the tools, sources of in 
formation and trends in display 

activity. 


>) Study of the organization and actual 


routines involved in the operation of 


a display department. 
Phe class consisted of students in the 
actually in the dis- 


play field, and others in related fields such 


retailing course, people 


as advertising, Store promotion and Man 


igement 
For a period of 16 weeks St. Louis dis 
play people tiled before this, group with a 


9:30 p.m. was limited. 
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wide diversity of ideas and demonstrations. 
Into two window frames before the class 
were channelled display in 
various types of retail businesses. Each 
lecturer loved to talk about the “tricks” of 
his trade. From that viewpoint alone there 
was much to be had. Some windows were 
installed in advance of class time and steps 
taken in their installation were described by 
the lecturer. Others were installed ‘ad lib.” 
Students had an opportunity to discuss the 
installations. A student was expected to 
present his or her individual written report 
giving an outline on what transpired during 


examples of 


a class session. 

On April 7 the Post-Dispatch gave a full 
rotogravure section page to describing and 
picturing the work of this class, which drew 
much interest and comment. 

A highlight of the course was a visit by 
the entire class to the Famous-Barr Com- 
pany. Display Director Joe Chadwick, with 
his assistant Tom Kenna and other members 
of display personnel acting as hosts, took 
the class through the various departments 
of the store, explaining en route features of 
interest and answering a running barrage 
of questions, all to excellent effect. This 
took place of an evening after store hours 
and was an impressive mixing 
theory and practice, to say nothing of the 
store’s cooperative spirit in making informa- 


instance 


tion and resources available to a_ student 
body. Floor displays, case displays, interior 
arrangement, merchandising, the style show, 
traffic, 
The piece de 
demonstration by Chadwick's papier mache 


all came in for thorough discussion. 
resistance turned out to be a 


man, Benjamin Christopher, and an illumin- 
ating lecture on repair and repainting of 
mannequins by the store’s expert, E. S. 
Reardon. 

Other 
part of business with class activity was the 


evidences of cooperation on the 
zealous manner in which stores and display 
manutacturers furnished 
fixtures. The interest indicated by the dis- 
play industry was expressed in informative 


mannequins and 


lectures and demonstrations. 

It was neither promised nor anticipated 
that a raw recruit could meander through 
the 16 weeks and come out a finished dis- 
playman or displaywoman. That was not 
the objective. The class time of 7:45 p.m. to 
In direct proportion, 
however, a vast territory was covered. 

This class can serve as a directive to other 
display organizations in building a_ broad 
base for expanding the medium of selling 
Display is charged with a re- 
helping 
effective, more 
Display must base its 
selling; it 
must supply business, both large and small, 
and the ability to create 
There should be more 


by display. 
sponsibility—that of increase the 
national income by more 
economical selling. 


virtues on facts and scientific 


with the knowledge 
selling displays. 
emphasis on the selling—certainly as much 
as the showing. 

Classes such as this can lead in investiga- 
subject of display. 


tion on. the There 1s 


urgent need for more accurate knowledge 
Factual scientific informa- 


subject at 


on the subject. 
tion on. this 

limited—certainly information is not avail- 
able to the found in the 
mediums of newspaper, radio and magazine 


present is very 
sister 


degree 


advertising. 
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In the national scheme there must | 
more enlightenment on the relationship bs 
tween national advertising and local wit 
dow selling. The local display is the thir 
corner of the eternal triangle with nation: 
advertising as the second corner and tl 
consumer as the apex. The relationship 
interdependent on a scale not yet full 
appreciated. 





Cavendish Display Managers 
To Meet In New York City 

The Cavendish stores’ display manage 
group will meet at the Cavendish office 
1412 Broadway, New York City on Tuesday 
June 25, at 9:30 a. m. according to Everet 
W. Quintrell, Elder & Johnston Compan 
Dayton, chairman of the group. The follow 
ing program has been arranged, tentatively 

Welcome, introduction of the chairmai 
and a short talk on the aims and expected 
results of the group meeting by A. A. Mc 
Carty, Cavendish managing director. Open- 
ing of the meeting, by Everett Quintrel] 
Cavendish buyers will then present mer 
chandise that will be used in the “back to 
college booklet.” This will be followed by 
a discussion of the outstanding displays of 
the year, a talk by a_ representative of 
Fairchild Publications, New York City, and 
an address by Count Alex de-Sakhnoffsky, 
industrial designer, who will speak on func 
tional store design and the application of 
color. A round-table discussion of various 
display problems will be held, followed by 
luncheon to bring the meeting to an end 





Company Announces 
"'Glareless'' Glass 

New techniques developed by the Amer- 
ican Optical Company, during the 
war to control light reflection have numer- 
ous display adaptations, it is reported. Re- 
flections can be augmented or reduced as 
desired, it is said; if increased, the glass 
takes on the appearance of a mirror even 
though it is transparent. The value of re- 
flectivity reduction in display needs no com- 
ment. The results are obtained through the 
use of chemicals which can be applied in 
several different ways. An added feature 
oft the technique is the ability to cause glass 
to reflect the sun’s heat rays, an important 
factor in holding down window temperatures. 


Boston, 





Displays Bring Record 
Paint Sales 

A six-window display of Sherwin-Williams 
paints, humanized by life-like 
mothers, painters and mischievous children 
engaged in humorous painting scenes in and 
around the home, is resulting in the biggest 
paint business in the history of Chicago's 
Goldblatt Brothers department store, accord- 
ing to*R. A. Richman, sales and publicity 
director. ¢ 


models ot 


—————___——. 


NADI Members To Meet 
Saturday, June 29 

The annual meeting ot the National Asso 
ciation of Display Industries will be hel 
on Saturday, June 29, at the Hotel New 
Yorker, New York City. The meeting wil 
follow Display Market Week, and the tim 
and place of the session will be indicate: 
on the hotel's bulletin board. 
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Buy again with Confidence 


[ Oinle is hack. 


ae and topped with Prism Glass 






















sa | 2 Chrome Tables 

eret ‘leith GMD. 4 XX 

“ih _ sages — 3 pe. Set 

ve 10” - $22.50 

ae rlass op 

pen TRADITIONAL ‘*KORRECT-WAY”’ 

met QUALITY, DESIGN AND ENDURANCE 
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7 > Chrome Tables 
nee 12” High G.M.D. 2 XX 


DISPLAY EQUIPMENT CO. 


n of 10” x 18” Prism 
rious Glass Tops 3 c S 
. set : 
d by | Chrome Table . T. Guy Duey, President — Lamont A. Ware, Secy.-Treas. 


end “rt oe $1 8-50 


Glass Top 
8” x 24” Shelf 


132 SEVENTH ST. PITTSBURGH 22, PA. 











mer- 
the / 
«- || ELECTRIC TRAINS WILL BE BACK--and HOW: 
Re 

d as . 

glass | Prepare for the Christmas 
even - 

Fre | Buying Spree! 

com- 

1 the | Mr. Display Manager: 

d 7 Give the train hungry fans a pre-view of 1946 models 
ature with this attractive window display. Accommodates all 
glass models—all gauges. Simple, foolproof yet lots of action. 




















rtant ide Soft copper rails provide perfect operation and never re- 


ures quire cleaning. Eliminate wear on wheels and contacts. 
A demonstrator does not become a used train. Display 
can be set up or dismantled in 15 minutes. Packs in 
permanent dustproof, corrosionproof "Masonite" case of 
diminutive size. 

1ams Post specifications and price and sidewalk customers 

s ol make their selection direct from display. Saves hours of 






toy salesman's time. 


aren SPECIFICATIONS: 


and BASEBQARD—‘“Masonite” oval, 45” x 82, chrome edge Here's your chance for an inexpensive, Christmas window 
rgest UPRIGHT SUPPORTS—Polished Duralium tubing. that will stop all passers-by and really sell merchandise. 
1420'S GIRDERS—(under ties) 1/16” x 3/8” Duralium. 
os vi RAILS—Soft copper, 3/32” traction surface. 
Ors TIES—Wood, very realistic. 
icit\ GUARD RAIL—3/16” Duralium rod. 
COLOR SCHEME—Black, red and polished metal. 
WIRING—Completely wired with switch control for each 
loop. Binding posts for transformer hookup. 
VARIABLE GAUGES—‘‘0” gauge trains will run on all loops. 
Off-center middle rail permits HO—00 
—S gauges to operate on various loops. 
vaca PRICE—$110.00 F.0.B. Los Angeles 
= Shipping weight — approx. 150 !bs. 
heli Delivery — immediate. 
New Terms — 5% discount cash with order—1%—10—Net 30 days. 


bol COLE-BUILT PRODUCTS 


ate’ 1062 West 5Ist Street, Los Angeles 37, Calif. 




















—Directly above, by Sol Kamensky, J. A. Kirven Company, Columbus, Ga. 


Display 


N the first window pictured, Sol Kamen- 
sky, J A 


Ga., used the “headline” as a decorative 


Kirven Company, Columbus, 


touch on the background—certainly a direct 
the central theme 
and green cellophane, plus glass 
effect 


way of stating Sheaves 
Ol yellow 
flasks, 
distracting 

Edward M. Durkin, display director for 
Korricks’, Phoenix, appropriately 
selected cactus plants as the chief decora 
tive in the 
\ll the 
signed and created in the store’s own display 
department; the 


helped the without becoming 


enough 


window seen at the upper right 


three-dimensional cacti were de 


painting of a cactus in 
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full bloom done in soft pastels. 
To feature Prince Matchabelli’s new plas- 
John Robert interior 
director for Lord & Taylor, New 
York City, used the setting shown at the 
lower left a rough- finished half - form 
emerging a cluster of carnations and 
lilies. Rattan rods supported the perfume 
containers 
\ Bonwit 


Was 


tic package, Riley, 


display 


trom 


Teller New York 


window in 


—Below, a display by John Robert Riley, in- 
terior display manager for Lord & Toylor, New 
York City, featuring Prince Matchabelli's plas- 


tic container for perfume. ... Right, by Gene 
Moore, Bonwit Teller, New York City— 
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... At the right, by Edward M. Durkin, Korricks', Phoenix— 


ere And There 


Creative 
designed by Tina 
Foreman, Inc. This 


City presented the new “Celanese 
Print” in play clothes 
Leser, of Edwin H. 
new print, Celanese jersey, is de- 
signed to coordinate with the new 
launched in “Oculens” sun-glasses, and the 
sun-glasses themselves part of a 
fascinating arrangement of animals and 
birds. Each of the display series showed at 
least form of fantastic fowl, in 
to tie-in with the printed pattern in which 
the designer intermingled absurd postures 
of elongated animals and _ birds wearing 
Gene Moore is display director for 


rayon 


colors 


form a 


one order 


glasses. 


Bonwit's. 











reative 
Tina 

This 
is de- 
colors 
nd the 
t of a 
Is and 
wed at 
| order 
which 
ostures 
vearing 
‘tor for 








JUNE, 1946 DISPLAY WORLD 87 


{ 





The New Mileo Line is On Display! 


GAIN Mileo Studios assume their rightful position of 


leadership with the new line of Mileo Mannequins. These 






artistically conceived and superbly created display figures 
merit your attention. Don't fail to see the new Mileo line at 
the studios or at the Hotel New Yorker, during Market Week. 


Mileo Mannequins actually sell merchan 
dise, so emphatically do they underscore 
the charms of the garments they display. 
Men, Women, Misses, Juniors, Boys and 
Girls of every age, Intants from. six 


months up. 


See the 
NEW Mileo Mannequins 
During Market Week 


June 22nd to 27th 
Hotel New Yorker, Room 531 


Or visit the Mileo Studios at any time. 


P. C. MILEO, 7 W. 36th St. New York 18, N. Y. 


Established 1900 Just off Fifth Avenue 








r 











PAPIER MACHE 


JUMBO 
BAROQUE — 


IN DEEP RELIEF 




















Can be arranged in endless combina- 
tions of decorative designs, props, | 6c 
window borders, mannequin frames, Ral 
fixtures, etc. Built-in wooden cross — 
27 BL 27 BR 48 BL 48 BR bars permit fastening on any surface. AOR 
$5.75 ea. $5.75 ea. $7.75 ea. $7.75 ea. Can be used over and over again. AS 





xO 
JOBBERS WANTED | Come in two sizes—27" and 48" in \S Sau» 


right and lefts. Finished in chalk white. 





WHEN ——— DIS DLAY nuagannne puntsee-crree 


VISIT our SHOWROOM 
IT PAYS! XO) 1a Ba ee) 
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display field. 


112 W. 42D STREET 





Our New and Complete Line 


CHRISTMAS 
Display Papers 


ready for your inspection 


DISPLAY MARKET WEEK 


JUNE 24-28 
HOTEL NEW YORKER — ROOMS 547 - 548 


We believe you will find it the finest collection 
of seasonal display papers ever offered the | 


WRITE FOR NEW FALL 
& XMAS CATALOGUE 


DINGLEMAN-WOLFF CO., Inc. 


Originators and Manufacturers of Distinctive Display Papers 


er 
associaTion 
OF CISPLAY ImDUSTRIES 


PROGRESSIVE MERCHANDISE 
PRESENTATION 


NEW YORK CITY 18 














Now 


Availables: 


TACKS IN EXACT 


SPOT 

DISPLAY MEN— 
Speed up your tacking 
operations with this 
AUTOMATIC COM- 
PRESSION TACKER. 

Ideal for window trim, 
posters, table coverings, 
backgrounds, valances, 
point-of-sale advertising 
and hundreds of other 
uses. Also used exten- 


sively in SILK SCREEN WORK. 


Feeds and drives double pointed Duo-Fast Staples by simply compressing the han- 


dle. You'll need the compression tackers for all your precision tacking. 
CT 830 uses 5/32" to 3/8" thin staple wire. 
Has low pressure, strong drive power, and is easy to operate. 


bright plated finish. 


Model 
CT 850 uses | /4"' and 3/8" Heavy wire. 
Expertly built with 


SPECIFY YOUR REQUIREMENTS 


Write today 
for FOLDER 


FASTENER CORPORATION 


848 FLETCHER ST. 


CHICAGO 14, ILL. 








Write for Our NEW CATALOG 


76 Pages 1,000 Illustrations 
FREE fer the Asking 
Ready for mailing the end of June 
THE FIXTURE MART, INC. 


314 W. Jackson Blvd. Chicago 6, Illinois 








TUMBLEWEED IN PASTELS 


New & Different 75c ea. prepaid 
Real California Mojave Desert Tumbleweeds sprayed 
Average size, 8” x 11”. 
1,000 uses in modern windews. 


JINKINS DISPLAYS 


2175 “D” Street San Bernardino, California 


in assorted pastel shades. 








| ing Goods, 


| at the plant of W. L. 
| ciates, Iniec., 346 
| which time the members saw the firm's new 
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Second Modernization 
Manual Is Released 

Publication of the 
“Modern Stores,” novel trade manua 
on modernization of retail store design 
layout, display values and equipment, ha 
been announced by the National Retai 
Furniture Association. Basic ideas foi 
store modernization, even under restricte: 
building construction regulations, are out 
lined in detail by the 170-page manual, pri 
marily intended for furniture stores but 
applicable to any kind of retail mercantil 
establishment. 


second edition o 


Subjects discussed include the proper us: 
in modernization work of plywood, porcelain 
steel, bronze, glass and tile, as well as othe: 
less commonly used material, illustrate 
with 195 pictures and 58 line drawings an 
blueprints. 

The publication is the result of a nation 
wide survey of 3,000 large and small stores 
by the association, which revealed that 
furniture retailers alone plan a moderniza 
tion program for 1946-47 costing upward ot 
$200,000,000. 

Many of the country’s leading commercial 
architects and designers, and display and 
color authorities have contributed profusely 
ilustrated articles and drawings to the 
manual. It is not on general sale but copies 
can be obtained from the National Retail 
Furniture Association, 666 Lake Shore 
Drive, Chicago. 

Hybarger Again Wins 
Baseball Week Contest 

The entry of Jack A. Hybarger of Leon- 
ard’s Department Store, Fort Worth, won 
first place and a $100 Bond presented by 
The Sporting Goods Dealer, St. Louis, in 
the window display contest which featured 
the annual observance of National 
ball Week. Hybarger also won the contest 
in 1944 but was not eligible in 1945. He 
will not be eligible in 1947 under rules 
adopted by The Dealer, which sponsors the 
observance of the week. 


Re 
raSC- 


Second place and a $50 Bond was won by 
Bob Burns, A. G. Spalding & Brothers, 175 
Broadway, New York City; third and a $25 
Bond by John Cleator, Armstrong's, Cedar 
Rapids, Iowa; fourth and $10 by Norman 
Rieben of the Tool Shop Sporting Goods, 
Detroit. David O. Shinn, Coakley’s Sport- 
Terre Haute, and Joseph B. 
Whitney, VanDervoort Hardware Company, 
Lansing, tied for fifth and each received $10. 





| Chicago Display Club 


Meets At Stensgaard's 

The regular meeting of the Chicago Dis- 
play Club was held the evening of May 28 
Stensgaard & Asso 
North Justine street, at 


ultra-modern art department called “Crafts 
men’s Lane.” Several thousand square feet 


| of space are involved in the “Lane,” said t 
| be the most interesting of its kind. 


Also on exhibit and in operation were man) 


| new pieces of equipment, including the latest 
| 24-spindle’ multiple wood carving machin 


Refreshments were served after the con- 


| clusion of the inspection of the department 
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SDA Meeting Held 


in New Orleans 
‘manus eg ion a The BIN DER f been 
en officers and directors of the Southern 
manua ; 7 
New You de 


design Jisplay Association assembled in 


’ . Jrleans on June 1-2 for the first meeting of 

ent, ha a : 

Retai he newly elected group. The purpose oft ° 

>as for lis early meeting was to discuss plans G eee 


vetricte: ertaining to the proposed 1947 Conference 
n that city. In addition, all phases of 


a ee roduction and programming as related to e SUBSTANTIAL CONSTRUCTION 


ual, pri 


res but he past Conference in Houston were re- | e IMPROVED REMOVABLE BARS 


iewed. The transfer of all business and 


‘reantil . : : ; 
nance from the former president's and | e CLOTH BOUND e HOLDS 12 COPIES 


ecretary-treasurer's offices was completed, 


yper uss : : 

; nd several matters of current business 
yrcelai 

liscussed. 
is othe . : P | 
ee eae meres aw 5.0 hz en se 

strate A tentative date of May 5-9 has been set 
Ves 3 or the 1947 Conference, in accordance with 
gs an 


ocal hotel allocations available at that 
ime. It was generally agreed to stage 


nation : Ae: See . 
igain an exhibition similar to the showing 





Paes in Houston, and the local auditorium has 
antl been temporarily engaged for that purpose. 
lerniza . 
aie al It was unanimously agreed that the ex- 
perience and education gained in staging 
is the Houston Conference will be put to good 
mercial ise in the production of the one in 1947. 
BY an \ll_ phases of the Houston event were re- 
otusely viewed and plans made to use the successful 
to the mes and to strengthen or eliminate the 
Boy. sao veaker parts of the program. 
Retai The visiting delegates were taken on a 
Shor tour of various points of interest in the city. 
ind a luncheon and cocktail party were held 
for them. The two-day meeting was cli- 
naxed by a motorboat ride on Lake Pon 
hartrain. As a result of the tour of the 
itv and the French Quarter, comments were 
Leon- ery favorable as to the entertainment possi- 
h, won ilities the city has to offer in staging a 
ted by onvention. | 
uis, in 
-atured : 
Base- Plastics Cementing | 
contest And Assembly | 
grin \dvance copies of the fith chapter of its 
ie ae echnical Handbook, entitled “Cementing 
id Assembly of Plastics” will be available 
ir distribution about July 15, it has been 
von by nnounced by The Society of the Plastics 
rs, 175 ndustry, Inc. The latest section of the 
2 $25 andbook is devoted to basic processes of 
Cedar nning and bonding plastics pieces. The 
taheerae first part covers mechanical assembly by | 
s00ds, ich means as rivets and bolts, screws and 
Sport- serts; the second, the cementing of ther- 
ph B oplastics; and the third, the cementing of 
hnpany, lermosetting plastics. a 
‘d $10 a , “agi: 
The practical value of the chapter is en- ais coals 
inced by illustrations as well as by the —s 
iming of various cements and_ bonding ; 
seit... Vise aanatieend: 4b Whe ta teak eld These binders are beautifully bound in maroon, with the 
sci ea ang pda geile site cao title in gold. Each holds a full year's issues of DISPLAY WORLD. 
ovide data on the cements considered most ° ° 
ay 28 utable for use with each of the plastics Insertion or removal 1s easy and fast. Keeps your copies clean 
ge mmonly employed. The chapter includes and handy for reference. 


scussion of heat welding and cementing 


a plastics t ther material 
= as Ss 0 0 e aterials. 
bee $2.50 Each 


Only a limited printing of advance copies 


ill be made and there will be a nominal POSTPAID 


e Teer 


aid t 
arge for them. In anticipation of a heavy 
7 im, Si & ae ek See Orders accepted for UNITED STATES AND CANADA ONLY because of 
vei ace their requests early. These should be shipping difficulties. 


shin ldressed to the Engineering & Technical 
mmittee, The Society of the Plastics In- 
con- istry, “ad 295 ee cea <page DISPLAY WORLD - CINCINNATI I, OHIO 


ment ‘ 
ity 17, 
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Mrs. Jones won't buy it 
.ee if She cant see it! 


TRANSPARENT SHADES 


give sun protection 
she can see through 


Foot traffic like Mrs. Jones will stop, 
look, walk in, and buy —when win- 
dow displays can readily be seen. But 
when the sun shines brightly and 
windows are promptly covered up 
to prevent sun damage, most of these 
same potential customers will walk 
right past — meaning lost sales and lost profits. 

The answer? Transparent Shades! 

These remarkable shades let in sight, but keep out more than 
90% of the actinic (harmful) sun rays. Made of transparent acetate 
sheeting, Transparent Shades wear like iron. They're non- 
inflammable, grease and moisture proof. Easily installed, they may 
be operated from wzthin the store. And best of all, they eliminate 
unsightly awnings and such —while they permit full visibility and 
cut sun damage to a minimum. 


Write for complete information about Transparent 


Shades for your store. 


L | RANSPARENT SHADE CO. 


DEPT. 2¢501 NORTH FIGUEROA STREET 
LOS ANGELES 12, CALIFORNIA 
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SPLIT-SECOND SELLING 
[Continued from page 78] 


speaker installation, was selling the real 
spirit of Christmas. Although some stores 
used merchandise in the displays with Santa, 
many fine stores used the laughing Santa 
Claus to bring a smile to passersby. You 
smiled back. Christmas was in the air 
You could hear it. You felt better. You 
bought easier. Wasn't that true? 

I was on a trip east and south not long 
ago and in one of our Southern cities | 
was literally stopped in my tracks by a 
series of window displays using sound to 
do a wonderful selling job. This particular 
series of window displays was themed in 
setting and music to the immortal songs 
of Stephen Foster. By inference, melody 
and setting, Southern women were beauti 
fully told that fashions for Southern weai 
that season had been inspired by those 
lovely old songs of the deep South. 

Those displays were excellent. You can 
do the same thing, or something similar, 
with sound right here in your own town 
Your own radio appliance dealers can help 
you with such an installation. 

I noticed in a recent issue of DISPLAY 
WORLD a display in a prominent men’s 
wear store wherein sound had been put to 
work. The scarcity of men’s merchandise 
may have been an influence in this case 
The picture was one of a window which had 
reproduced an old-fashioned barber shop, 
authentic in great detail and of course with 
the barbershop quartette well out in front. 
The boys were singing the old songs and 
passersby could hear “Sweet Adeline,” 
“Working On The Railroad,” etc. 

K. Motion. I am not going to say much 
about the use of motion in display for you 
are all familiar with the attraction power 
of something moving. Motion has great 
impact. You have a selling job to do with 
display and you have but three seconds in 
which to do it. Stop them with motion from 
time to time. Don't overdo it. Use it as an 
attention-getter. Remember the five senses, 
seeing, hearing, smelling, tasting, feeling. 
Appeal to as many of the senses as you can 
without creating offense and you'll be sure 
to attract attention to your store. 

2 and 3. Creating Interest and Arousing 
Desire. I'm probably being trite when I 
remind you to “sell the sizzle, and not the 
steak,” but it is true that we respond more 
easily to persuasions which appeal to our 
active emotions. We are governed by ele- 
mental human emotions. Some emotions 
are passive, other emotions cause us to act. 
We are interested in action. We want to 
create desires of possession 

The human mind has an infinite capacity 
to resist the introduction of knowledge, yet 
it is receptive to information which will 
show hodw an item or an idea can do some- 
thing specéfic for an individual; for indi- 
viduals are interested first, last, and all the 
time in themselves. An individual wants to 
know what will this do for me: 

In checking the relative effectiveness ot 
the persuasions you are using in your mer- 
chandise presentation, both interior and 
window displays, be sure you answer the 
customer's basic questions: 1. Why should 
I buy this merchandise? 2. Why should | 
buy it here? 3. Why should I buy it now? 

Regardless of the type enterprise you 
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WALL "|| ME A 
BOARD 


ARE AGAIN AVAILABLE IN 
QUANTITY ORDERS 


Full tubes come in the following standard lengths only. For orders 
less than $5.00 there is an additional Handling Charge. 


Diameters I" 2" 3° 4" 6" 8" {fO" 12" 14" 16%" 22" 
Lengths 

3 ft... $.20 $ .30 $ .45 $ .60 $ .75 $1.05 $1.40 $1.80 $2.15 $2.35 $4.50 
414 ft... 30 45 .70 .90 1.15 1.60 2.10 2.70 3.20 3.50 6.75 
6 s.. 35 60 90 1.20 1.50 -2.10 2.75 3.60 425 465 9.00 
9 ... 55 90 1.35 1.80 2.25 3.15 4.15 5.40 640 7.00 13.50 
12 ... 70 1.20 1.80 2.40 3.00 4.20 5.50 7.20 8.50 9.30 18.00 


Use Half Tubes For Backgrounds 
And General Display 


Cut in half lengthwise tubes: 2" to 6", 35c—8" to 16%", 50c. 


ALL PRICES F. O. B. CLEVELAND, OHIO 


See Your Nearest Dealer or Write Us Direct 


THE MUTUAL DISPLAY MFG. CO. 


1101 POWER AVENUE CLEVELAND 14, OHIO 
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WRITE FOR COMPLETE DETAILS AND PHOTOGRAPHS 


: : FLORENCE AND GILBERT LAURENCE 
: A 1 164 WEST 25th STREET + N. Y. ¢. 1 
. | | TELEPHONE: CHELSEA 3-1550 
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Whenever you find a product with 
a SpeedWay Motor as the power 
unit, buy with confidence. Coming 
in innumerable standard, semi-stand- 
ard and special types—SpeedWay 
Motors are engineered to each prod- 
uct application — give dependable, 
full power, long life, trouble-free 
service. 1/3000 to 1/3 horse power 
Electric Motors and Gear Motors. 


SPEEDWAY MFG. CO. 


1842 S. 52nd Ave. Cicero 50, Ill. 





Ba-**.: 


zd TK aS 


\ Decorations 


4 i / 
4 


All types of flags for 
window and store dis- 
play purposes. Imme- 
diate deliveries in all 
sizes and materials— 
grosgrain rayon, taf- 
feta, and standard 
bunting. Also, special 
sizes and types made 
to order. 


Write For 
Illustrated Price List 


All types of patriotic decorative 
materials, flag sets, flags of all na- 
tions, etc. Write today for our 
prices and free catalogue. 


REGALIA MFG. CO., Dept. 64, Rock Island, lll. | 
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operate, you can improve the effectiveness 
of your advertising and merchandise pre- 
sentation by giving some thought to human 
behavior. 

The famous “27 persuasions” listed on the 
chart before you may not all apply to your 
own business. Many of them will apply to 
many types of Read this chart 
carefully. Pick out the appeals you can use 
best, then incorporate as many as _ possible 
of them into your own advertising and to 
your visual merchandising. 

1. Healthfulness. 14. Love or sympathy. 
2. Cleanliness. 15. Medicinal needs. 
3. Scientific con- 16. Imitation. 

struction. 17. Elegance. 

. Time saving. 18. Economy. 

. Appetite. 19. Sport or enjoyment. 

Efficiency. 20. Hospitality. 

. Safety. 21. Genuineness. 

Durability. 22. Clannishness. 

9. Quality. 23. Ostentation. 

10. Modernity. 24. Recommendation. 
11. Family affection. 25. Social superiority. 
12. Reliability. 26. Foreign origin. 
13. Security. 27. Beauty. 

Out of this list you can select the appeal 
or appeals most applicable to the type of 
The more of these 

into an advertise- 
or counter display at 
the point of purchase, the better chance you 

This is 
keys to 


business. 


business you operate. 


persuasions you can get 
ment, or a window 
have of influencing your prospect. 
scientific persuasion, using the 
desire. 

INDUCE ACTION. 1. Inform the Shop- 
per Fully. 2. Price the Items. 3. Display 
by Units. 4. Invite the Shopper Into Your 
Store. 
seconds to do a 
window 


should be 


You've three precious 
selling job with the average 
play. effort then 
toward inducing action. 


dis- 
very bent 

One of the most effective action producers 
you can use in any display is to put price 
tickets on all major items on display. You 
may not agree with this statement. I admit 
that it is a much debated and controversial 
subject. Many merchants are of the opinion 
that if they 
display, 


refrain from pricing items on 
window shoppers will enter the 
ask the prices, thus 
a better chance to sell 


store voluntarily to 
the merchant 


or substitute. 


giving 


In a recent survey made in many cities by 
one of the nation’s outstanding authorities 
on retail practices, it discovered that 
showing neat 
prices on major items displayed were 87 per 
cent better than similar displays wherein 
price tickets had been omitted. 

There are two reasons alone why a win- 
dow shopper will not walk into a store and 
ask a price on an article displayed in a 
show window. First, it takes an added 
effort, and people don’t like added effort; 
second, many window shoppers are terribly 
self-conscious; they hesitate to ask the price 
for fear they will be embarrassed if, after 
you tell them the price, they walk out of 
the without buying. Your sale is 
already half made when your’ customer 
knows the price when he walks into your 
store. 


Was 


sales results from displays 


store 


It saves you time. And put prices 
and information on your counter and aisle 
displays. Inform the shopper fully! 
THREE TYPES OF WINDOW DIS- 
PLAYS: 1. Light. 2. Medium. 3. Stocky. 
Each type listed is self-explanatory and 
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quite obvious. 
its own merits. 


Each type otf display h 
Fit the type of display y 
think will do you the most good to your 
own type of business. 

During these times of merchandise scar¢ 
ties, many a merchant who always believe | 
in stocky displays in pre-war years h 
discovered that light or medium display) 
give him a better looking store front ai 
also give him a better sales punch. 

At sale time, or when you have mercha 
dise enough to mass colors or items in yor 
displays, it is a good idea to use stock 
displays for emphasis. Stocky displays t 
day still have their place in the mercha: 
dising picture. 

PLAN YOUR DISPLAYS: 1. For a yea: 
ahead; 2. For a month ahead; 3. 
week ahead. 

Start out the very first of every year to 
make your display plans for a whole year. 
Make notes on your desk calendar of ever) 
holiday, seasonal and anniversary event that 
you can think of. As the year 
jot down additional events as you find out 
about them. Then, the first of every month, 
plan ahead for the month; jot down the 
various “national weeks,” your own Civic 
and anniversary and plans for the 
month. Do the same the first of every week 

HOW MUCH OF THE ADVERTISING 
DOLLAR SHALL I SPEND FOR WIN- 
DOW DISPLAY IN MY STORE? Here 
is a recent breakdown of the advertising 
dollar in the average medium-size depart- 
ment store as revealed in a 
has just concluded by 
nation’s large organizations. You 
able to adapt these figures to your own 
business. Please remember, this is a break- 
down of “the advertising dollar.” You are 
spending a percentage of your gross sales 
on advertising. These figures will give you 
an intelligent breakdown of that percentage 
of your gross sales which you do or should 
spend for advertising. 

Newspaper 

Display 

\dvertising payroll 

Production 

Direct mail 

Miscellaneous 3% 

All other kinds 0% 

You will note also, that radio is not listed. 
radio and billboards if it is to your 
advantage and if you can buy talent, time 
and station that people will listen to in 
their homes. In many cases, however, the 
survey revealed that radio programs which 
merchants in the smaller communities could 
buy were not listened to by very many of 
their customers. 

The National Retail Dry Goods Associa- 
tion recommends that an additional per- 
centage of your publicity dollar be spent for 
a good job of internal selling in vour store; 
the proper presentation of your merchandise 
on counters and cases and on the ledges. 

New fixtures, new mannequins, new light- 
ing equipment, new “props,” new carpetings 
are all available now in a myriad of new 
designs and ideas. Consult the pages of 
DISPLAY WORLD, published in Cincin- 
nati, for advice and information on all of 
these things. Spend at least 12 per cent of 
your advertising dollar for merchandise 
presentation and you'll find your percentage 
of new profits climbing very soon to new 
highs. 
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Meyercord Brochure 


Shows Use Of Decals 


The Meyercord Company of Chicago is 
istributing a new, full-color Decalcomania 
ign “Ad-Visor,” issued as a guide to point- 
f-sale promotion and containing sugges- 
ons for dealer identification and product 
romotion. The brochure, reproducing 94 
olorful decal signs used by the nation’s 
ading advertisers, shows where, when and 
ow to use decal store signs, and suggests 


nusual designs and treatments. It describes | 


ow national merchandisers cash in on side- 
alk circulation and store traffic possibili- 
€o. 

The brochure, most comprehensive of its 
ind ever produced by the company, is 
vailable without cost to national adver- 
isers, agencies and executives interested in 
oint-of-sale merchandising. It may be had 
\y application on company letterhead to the 
nain offices at 5323 West Lake = street, 
hicago 44, or the Pacific Coast Division, 
os Angeles. 


Russel Roe Wins 
Girl Scout Contest 


First prize of a hundred dollar Bond has 
been awarded to Russel *. Roe, Fandel's, 
St. Cloud, Minn., for his entry in the win- 
low display contest sponsored by the Girl 
Scout national equipment service. Second 
prize, a Bond for $50, went to Harold Melni- 

ive, The Hecht Company, Washington, an | 
onorable mention awards went to Howard 
Fanning, Bry-Block Mercantile Company, 
Memphis, C. F. Dodson, LaSalle & Koch, 
Foledo, and W. W. Rowley, The Emporium, 
san Francisco. 

Contest judges were Caroline Hood, 
lirector of public relations, Rockefeller 
Center, Inc.; Beatrice Tolleris, National 
Publicity Council, and Mary Merrill, dis- 
lay manager for Bergdorf-Goodman, all of 
New York City. 


Building Purchased 
By Hanick 


\ new building to house the firm’s display 
nstallation department and also the display 
materials division has been purchased by 
lanick’s Display Center of Philadelphia. 

he company will occupy 10,000 square feet 
! space and will have a spacious showroom 

ith 10 or 15 window set-ups. A complete 
inge of display materials and equipment 

ill be stocked, and it is planned to have 

staff of salesmen covering a wide area. 

The company is owned and operated by 
amuel J. Hanick, who operates one of the 
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FOIL-ROL 


ALUMINUM 

FOR DISPLAY 
The new display decorative 
trim of a thousand uses 


to add that new and modern 
touch to your displays. 


PRICE 


50c 


PER ROLL 
| roll 44" x 375 ft. 


Standard Package 22 rolls 
One case — 36 packages 


IMMEDIATE DELIVERY 
MAILED PREPAID 


STREAMERS — 5 popular variations using Foil-Rol 


LIGHTING REALLY LIGHTS WITH FOIL-ROL 
SPARKLES — DANCES — RAINS 


e STORE DECORATION @ COUNTER BORDERS 

@ SIGN & POSTER TRIM @ GEOMETRIC FIGURES 

e@ CONVENTIONS & BANQUETS e@ DECORATIVE BOWS 

e WINDOW BACKGROUND @ DECORATIVE GIFT WRAP 


FOIL-ROL s3yiss 


rgest window display services, and also. | 


Harry P. Miller, who has just returned 
om the armed forces and who has been 
ssociated with Hanick for more than eight 
ars. 

3ecker Sign Supply 
2 New Location 


Becker Sign Supply Company has moved | 


a new location at 319 North Paca street, 
iltimore 1, where the company has five 
nes more floor space than at its previous 
te at 314 North Eutaw street. The firm 
ntinues to stock its usual line of show- 
rd and sign writer supplies and has aug- 
ented its line of display and decorative 
aterials. 


CINCINNATI 27, OHIO 


Inquiries invited from responsible distributors and jobbers 








We anticipate with pleasure your visit 


to our studio during 


DISPLAY MARKET 
WEEK 


JUNE 24-28 


e 


VICTOR HAIDA DISPLAYS, INC. 


149 West 24th Street New York City I! 


























VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47-West 57th Street 


NEW YORK 19, N. Y. 
PLAZA 3-5968 


Complete 


photographic files 


Window 

and Interior Display 
Service for Department 
Stores and Specialty 
Shops — mailed weekly 


Reprints 
always available 


at moderate prices 


Studio Still Lifes 


Complete 
information and samples 


sent on request 
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DISPLAY AT HUTZLER'S 

[Continued from page 43] 
want to see the red bag that the model in 
the blue dress carried’, the sales staff knows 
just what is wanted. They have been there 
too.” In its stvle shows, Hutzler’s says to 
the public in effect, “We recommend . 
and the sales staff has seen the complete 
picture and knows what it is all about. 

The other unusual feature of the Hutzler 
Brothers Company style shows is the active 
participation of citizens—leading men and 
women of the citvy—as models; they enjoy 
the honor of being chosen to take part and 
the fun of being “back-stage” in the store 
where they have been patrons for so many 
vears. 

With light touch, the fashion phases otf 
the program were interspersed with tumbling 
clowns, an organ grinder and his monkey, 
a symbolic figure with a horn of plenty, 
and revelers from the Mardi Gras. Out of 
this aura of spring the definite merchandise 
and style picture emerged, with window dis- 
plays and style show program definitely 
united. 

\t the beginning of the style show, spring 
coats and the dresses to be worn with these 
wraps were featured, the master of cere- 
monies mentioning special points connected 
with hats, shoes, gloves, accessories and 
cosmetics. “The Day Before Spring” win- 
dows featured these same coats against a 
background of early-spring-in-the-park. 

Kaster parade preview windows featured 
spring suits. In the fashion-show the bride 
and groom appeared dressed for the festive 
“see and be seen” after-church parade which 
is still a style custom in many cities, and 
the bride modelled a version of the spring 
suit 

“The Day for Brides” windows featured 
costumes for the bride and her maids against 
delicate backgrounds of cupids and spring 
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flowers. In the style show parade, not onl 
the bride was featured but also suitabl 
attire for the bride’s father and mother. (4 
special window emphasizing flowers had it 
counterpart in the show, as models showe 
flowers in actual use brightening the classi 
dark spring dresses and edging the -brim 
of new and larger mesh hats.) Where th 
grand finale of the style show presente 
evening gowns and wraps in a climax o 
royal make-believe, the Mardi Gras win 
dows, striking the same festive note witl 
gay colored streamers and fanciful masks 
gave more permanent showings of moder 
evening gowns for spring wear. 

Working under the direction of McCaule 
to carry forward the complicated displa: 
programs of the Hutzler Brothers Compan 
there is (a) a window crew ox I], including 
one Carpenter, One porter, one stylist, one 
designer, and a galaxy of helpers; (b) for 
interior work a similar group of 13; (c) the 
sign department keeps three card-writing 
machines and three hand-letterers busy 
turning out posters, elevator, window and 
department signs. Only at Christmas time, 
last vear, was work “let out’; nine of the 
Christmas windows were done by a New 
York City firm. 

Display work is scheduled on an average 
of three months ahead. The matter of the 
budget is not a hide-bound bit otf book 
keeping, and the promotion program is 
flexible, based on current needs and backed 
by years of sound experience. Action is in 
line with one of the best known of the 
Hutzler advertising slogans—“Building on 
the Past for the Future’—and the door ot 
the president's office is always open to his 
employees. This cutting of red tape is one 
part of getting large tasks done with the 
least friction; the other factor seems to be 
careful planning well in advance of the 
occasion 
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"There's a rumor that next week we get some merchandise to use in the windows." 
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30 Window Displaymen 
Awarded $16,000 In Contest 


Thirty display designers in 19 states, 
sciected from a field of more than 5,000 
entries, have received cash awards totalling 
$15,000 for their outstanding work in 

Reynolds Pen Company’s nation-wide 
$33,500 window display contest. 


fen grand champions were awarded checks 
$1,000 each by Milton Reynolds, board 
hairman, for their ingenuity in displaying 
company’s ball-point pen which is guar- 
teed to write at least four years without 


filling. Ten second-place winners re- 
ved $500 each, and an equal number re- 
ved $100 for third-place honors. A total 
750 consolation awards also were made 
the company, and the ten distributor’s 
salesmen throughout the country who stimu- 
lated the greatest number of entries are to 
eive $1,000 each. 


Both large and small retail stores were 
among the ten $1,000 winners named by a 
judging committee of 18 state officials and 
three nationally-known display experts. 


They included Max J. Blythe, Woods Drug 


Store, Hopkinsville, Ky.; J. E. Berger, 
Eastern Columbia, Los Angeles; Arthur T. 
Stewart, Columbia Outfitting Company, San 
Francisco; George T. Robey, Arthur A. 
Everts Company, Dallas; C. Guy Kornegay, 
Zindler’s, Inc., Houston; A. R. Underdown 
Jr., A. C. Underdown & Sons, Philadelphia ; 
James V. Galloway, Megels Company, Tulsa; 
P. J. Westland, The Hub, Steubenville, 
Ohio; L. E. Gloim, Ryan Evans Drugs, 
Phoenix; and A. J. Palmquist, Sunrise 
Pharmacy, Enumclaw, Wash. 


rhe $500 second-prize winners included 
Ralph FE. Ladd, Rockford, Ill.; Virginia 
Ewing, Henderson’s Jewelry Store, Wau- 
kegan, Ill.; Bert L. Cotton, B. L. Cotton 
Hardware, Kittitas, Wash.; Charles New- 
lan and Dale Letzer, Minear Drug Goods 
Company, Greensburg, Ind.; L. R. Michael, 
Desert Sport Spot, Spokane; Robert A. 
Stein, Likly-Rockett, Cleveland; E. F. Apple- 
stein, College Drug Store, Montgomery, W. 
Va.; E. C. Batchelor, Newman's Department 
Store, Enid, Okla.; Frank D. Behrens, Alms 
& Doepke Company, Cincinnati, and J. H. 
Sandals, Weldon Drug Company, Man- 

ester, Conn. 


hird-place awards of $100 cash went to 
H. Bowen, Law Drug Company, Steam- 
vat Springs, Colo.; H. A. Sevaried, F. A. 
ttrey Company, Glasgow, Mont.; E. L. 
stbrook, Webb’s City, Inc., St. Peters- 
g, Fla.; Andrew C. Pennig, R. H. Car- 
1 & Brothers, St. Paul; This & That 
Shop, Needham, Mass.; Bernice Wurtlin, 
rett Drug Company, Highland Park, 

Bob Hansen, Dent's, San Diego; 
es E. Renick, Forrest Park Pharmacy, 
“t. Louis; O. C. Jenks, Ypsilanti, Mich., and 

Kacoleuski, Moyer Drug Company, 


ridge, Pa. 


vernor Dwight Griswold ot Nebraska 
chairman ot the judging committee 

also included high officials of 17 
states and C. H. Fadem, of the Ohio 
lay Association, Henry A. Hawkins, 
lay manager ot Saks-Fifth Avenue, 
and R. C. Kash, editor, DISPLAY 
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PROGRESSIVE 


MERCHANDISE 
PRESENTATION 








Send for Free Booklet "Taffel Tales” 


TAFFEL BROS. /nc. 


95 MADISON AVENUE + NEW YORK 


>> <<< <<< <<< <<< <<<<~< 


W hile at the convention, visit our New Y ork showrooms for new ideas 


STUDY \\ | 
WINDOW DISPLAY | 
AT HOME JUNE MARKET WEEK 


Easy Home Study course showing DON’T MISS MOST COM- 
how to do every phase of window 
PREHENSIVE DISPLAY LINE SHOWN 





i 









display work. Carry out our instruc- 
tions in your own windows and 
learn while you earn. 





Largest and oldest school of its kind. 
Founded 1904. 
Write for literature. 


THE KOESTER SCHOOL 


300 W. Adams St., Chicago, Ill. 





DARLING DISPLAYS 


f; 47 W. 34TH » NEW YORK 
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@ PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS @ 
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DUMWE, #9 
O tli Of | int 
A Di | A ti t 
By GEORGE KADEL 
Dallas 
(The author is a nationally-known  in- 6. Elementary training in the use a 
structor in various forms of commercial art; working of plastics, metal, and glass. 
he has trained many display artists.—Ed.) 7. Practical knowledge of color. 
- ae : 8. Training in salesmanship. 
HE first consideration in planning the 9. Training in the psychology of adv 
training of the display artist 1s the tising. 
scope of the field. The duties of the 10. Training in free-hand drawing. 
present day displayman extend far beyond 11. Training in applied design 
the front of the store. He is an interior 12. Thorough training in design applic 
designer, a designer of fixtures, interior dis- to display. . 
plays and decor in general. He advises 13. Training in planning and_ thinkin; 


about, and selects illumination for, the fix- 


tures, walls, panels and decoration. He 
must understand the industrial and com- 
mercial use of color. His work controls 
internal store traffic flow. These are only 


a part of his duties. 

The second consideration is the extent of 
the field in The 
spread of possible jobs can be determined 


the average community. 


by an expensive vocational survey, or by a 
simple canvass of the retail stores in the 
town city. type of retail store 
should use effective display and the number 
of available jobs should include the types 
of business which as yet have not entered the 
field of display Part of ‘the 
failure of some of the small types of busi- 
ness can be attributed to a lack of adequate 
window display and interior display. 
The number of available jobs in this field 
greater than other single branch of 
the industrial and commercial arts. 


or Every 


aggressively. 


store 


is any 

Our third consideration is the selection of 
the individual to be developed. I would like 
to list a few of the desirable characteristics : 


1. That the individual is aggressive and 
mentally alert 
2. That the student should be interested 


n people and their reaction patterns. 

That he possess an imagination. 

That he has potentially a good memory. 
That loyalty is an inborn trait. 

That he in the 
which can 


3: 
4. 
ws 
0. interested 
ability 


is arts and 


be 


POSSESSES 


some de- 
veloped. 

/. That 
ing arrogant. 

8. That he the ability to 
through on a job without constant 
vision. 

9, That he 
pride in his work. 

10; That is willing to engage in hard 
study and work to develop his craft. 

The fourth consideration what type of 
training should the student receive. This 
training can be divided into two groups, the 
iundamental related work and the applied 
instruction on the job. The fundamental 
instruction should include the following: 

lL. Draping of materials and forms. 
Knowledge of display materials. 
Knowledge of machines and tools. 
Knowledge of tool techniques. 
Knowledge of simple woodwork. 


is self-confident without be- 


he 
has follow 
super- 
individual who takes 


1s 


an 
he 


is 


through a sales campaign. 
14. 


15. Training 


Training incard writing and letterin 
in silk 


wood block printing. 


screen process al 
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16. Training in package design and _ pre- 


paration. 

17. Training in papier mache: 

The tools which he should master are a 
follows: 


A. The “Cut-Awl” machine and = Marti 
cutter. 

B. The jig-saw and band-saw. 

C. The flock gun. 

D. The displayman’s background gun. 

Kk. The sandblast gun. 


Fk. The Stanley cutter. 

G. Simple wood and metal working tools 
H. The artist air brush. 

I. The shape carving machines 


s 


1) 
I] 


} 
l 


The artist should be trained in = colos 
mixing and application; he should — he 
thoroughly schooled in effect of light upol 
color. He should be taught to select in- 
telligently fixtures and forms. 

New Plastic Material 
Introduced By Herosin 

A new display firm called Herosin has 

been organized at 44 East Eighth street, 


New York City, and has introduced a novel 
plastic material under the same name. The 
plastic 1s completely flexible in liquid form 
and can be moulded into various shapes; it 
is said to be almost unbreakable and handles 
like wood. 

The company is made up of Al Priddey, 
former displayman, designer and ex-service- 
man; Herman Rosenberg, chemist, and John 
Bateman, architect and also a former mem- 
ber of the armed forces. 


Leslie Dorsey 
Joins Hudnut 


C. A. Pennock, president of Hudnut Sales 
Company, New York City, has announced 
the appointment of Leslie S. Dorsey as dis- 
play manager. Dorsey was 
play director of Oppenheim, Collins 
De Pinna, of the same city. He will act as 
display consultant for window and _ interior 
promotion tie-ups for department stores, 
and will design all Richard Hudnut displays 
for drug and chain stores. 


formerly dis- 
and 
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[Continued from page 45] 


different types of green fabric combined with 


irmms comprised the patterns. However, 
e lion was executed in a combination of 
own tabric—the yarn in a_ contrasting 
ide of brown with an introduction of 


lavender and, applied as it was on the front 


rface, gave an indication of space. The 


irame of wood was finished with a = soft 


ide of blue silk braid while pastel pink 
cade covered the platform. “Medieval 
ast... Modern Beauty” was the copy. 
Fabrics, gloves, hair or hat accessories 
d compacts, all from adjacent depart- 


ments, were artfully featured in a series of 


» tools 


ve ledge trims at Lord & Taylor's. An up- 


right mirror panel was the background for 


partial figure, with four emerging arms 
these showing turquoise blue gloved 
ids. Each hand holds a gold compact 


suspended by fine wire from the overhead 


is: An arrangement of little ostrich 
imes in a combination of pastel shades 
ikes the wig. 

The seasoned red of the buggy shafts 
imed the junior figure on one of the 


slightly recessed platform settings adjacent 


in has 
street, 
i novel 

The 
d form 
pes; i 
Jandles 


riddey, 
ervice- 
d John 


> Mens 


t Sales 
ounced 
as (dis- 
ly dis- 
is and 
act as 
nterior 
stores, 


ispla 5 


“The Young Colony Shop” at Altman's. 

shafts were spaced with-ribbon bows 
several bright colors, here and_ there 
mbined with a gay feather. The accom- 
uving bird cage was painted a dull black. 
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44 YEARS! 


WITHOUT COMPROMISE 
WITH QUALITY... 
.. Have made Crescent Quality Boards 
the most widely 
distributed and the 
most widely used 
in America. 























BEST---- 
By Test. . 
By Comparison ... 


A PRODUCT OF 


CHICAGO CARDBOARD COMPANY 


656-670 Washington Blvd. Chicago 6, Illinois 
FOR SALE BY LEADING DISTRIBUTORS EVERYWHERE 




















You'll see: Colorful and 
original flowers that 
rival nature's Autumnal 
and Christmas hues... 
Beautiful backgrounds 
that complement every type of mer- 


chandise .. . 


N. A. D. Il. Market Week, June 24-28, 1946 
Hotel New Yorker, Rooms 639 to 643 


Junius Fisher, Merril Hermanson and your other friends 


from General Display will be on hand to greet you. 


GENERAL DISPLAY 


CORPORATION 


140 W. 4TH ST. CINCINNATI OHIO 


CREATORS OF AMERICA’S MOST BEAUTIFUL 
ARTIFICIAL FLOWERS AND DISPLAY DECORATIONS 














BALLOU’S 


CRYSTAL BEADS 
DIAMOND DUST 
GLASS TINSELS 


will help solve your decorative prob- 
lems. Beautiful effects can be ob- 
tained by applying the Beads and 
Diamond Dust over colors as they 
reflect the color they cover and add 
sparkling beauty to same. 


Glass Tinsels can be supplied in the 
following colors: SILVER, GOLD, 
RED, BLUE, GREEN and BLACK. 


Write for Samples 


Edward C. Ballou Co. 


Tinsel Dept. No. 6 
6 VARICK ST., NEW YORK 13,N.Y. 














28"' x 28" outer measurement 


No. 202—Plaster Scroll Frame $14 | 


Single Scrolls available in Papier Mache 
or Plaster 


Papier Mache Scrolls — White 
14"x«5 x 91,4 $0.95 each 
14" x 64" x 1414 $1.50 each 
2 "x6 x 10 $1.40 each 
x74" x17 $1.95 each 


JONAS DISPLAY 


154 E. 33d Street, New York 16, N. Y. 
Murray Hill 4 3785 
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—"Caught in the web of fashion" is the theme for this millinery display, one of a series of 


four. 


Web and spider were treated with fluorescent paint; the web was formed of plastic 


strands— 


MERCHANDISE DOMINATES 
MARSTON DISPLAY 
[Continued from page 47] 
originates all the pieces for the work on 
the premises, or has them done locally, and 

does not use set pieces. 

Aguilar gets his ideas spontaneously, any- 
The ideas may concern a 
background or an_ entire 


where, anytime. 
small case, a 
window 

For example, he says: “I noticed a trend 
in advertising, wherein everyone was using 
perspective lines, so much used by Salvador 
Dali in his work, to give the illusion of 
depth and distance. Our windows, being 
shallow, would lend themselves well to this 
particular optical effect, I figured. They do. 
It gives them more air, more atmosphere.” 

\iter he gets his ideas he merely passes 
them on to his assistants, and tells them to 
The assistants are urged to 
The sign man, 


trv them out. 
try out their own ideas too. 
for example, has written on bamboo, leather, 
elass, and other unconventional material, 
as well as on paper and cardboard 

“We subscribe to the leading magazines 
and style once a week they 
are read aloud to all the members of the 


staff 


reports, and 


Thus we become acquainted with the 
latest constantly aware 
ot changes We keep 
posted, also, in the medium of architecture 


features, and are 
capricious modes 


as well as in fashions.” 

\guilar supervises the training of his own 
men from fixture boys on up until they be- 
come displaymen who can meet the stand- 
ards of The Marston Company. New work- 
ers’ are generally put with old hands during 
their preliminary training. 

The director gives the newcomer a chance 
to find out just what he has in the way of 


talent for lis line of work; he can almost 
always tell within six months whether or 
not any would-be displayman has the ability 
to become a good man, and he’s sure of it 
within a year and a half at least. 

As a necessary part of their training, 
Aguilar instructs them to become competent 
enough to handle any situation that might 
arise from differences of opinion with the 
heads of departments. “A displayman must 
be diplomatic enough, as well as artistic, to 
keep the peace between the various depart- 
ments and display,” is one of his favorite 
maxims 





Groth To Open 
Six New Units 

Earl Groth & Co., Fort Wayne, will ex- 
pand current activities with the opening of 
at least six new stores as soon as equip- 
ment and fixtures are available, according 
to Earl Groth, head of the store. 
Wiggins, formerly with Watts- 
Sartor-Lear Company, Clarksburg, W. Va., 
has joined the display 
and promotional activities. 


George 


store to supervise 





Glo-Brite Products Moves 

To Larger Quarters 
Glo-Brite 

“Glo-Glass” and 


Products, Inc., processor ot 


“Fabri-Glass” spun glass 
in white and colors has moved to a new 
modern plant at 6415 North California 
avenue, Chicago 45. The company will 
shortly bring out a complete line of Christ- 
mas display merchandise. The large pro- 
duction and shipping’ facilities in the new 
location will enable the company to service 
its numerous display dealers promptly and 
efficiently. 
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FREE! 
A PAIR OF NYLON HOSE! 


(Perfect, of Course) 


ANYONE WHO WALKS OUT OF OUR NEW 
YORK SHOWROOMS DURING DISPLAY WEEK 
JUNE 24-29, 1946 
HAVING PLACED AN ORDER FOR 
$50 OR MORE, WILL BE GIVEN 
FREE OF CHARGE 
A PAIR OF LADIES’ NYLON HOSE! 


One pair only to a customer only during Display Week 
(After all fellows, be reasonable!) 
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ly and COTTON RUGS OF FLAT REVERSIBLE CHENILLE AND HIGH PILE RUGS 


We extend a cordial invitation to all visiting display men to visit our showroom where our complete line is on display. 














WELCOME 


to 


NEW YORK 
MARKET WEEK 
JUNE 24-28 


Our Exciting 
FALL and XMAS 


Line Awaits You 


BONAFIDE DISPLAY 
& DECORATIVE CO. 
61 WEST 37TH ST. N. Y.C. 











See Harry Meyers at the 


Hotel New Yorker 


ROOM 644 
DISPLAY MARKET WEEK 


showing 


A White Wire Christmas 


ADVANCE DISPLAYS 


929 Arch Street, Philadelphia 7, Pa. 


Member NADI 


Rich P tywoods 


GIVE DISPLAYS 
NEW DRAMA! 


Emphasize quality or style in merchandise by 
using fine natural plywoods in your displays — 
Mohogany, Walnut, Curly Birch, Bird's Eye 
Maple! Wide assortment of panel sizes and 
thicknesses. Send today for catalog of special 
plywoods and materials for display builders. 


CARMEN-BRONSON CO. 


165 EAST 3®° ST. MT. VERNON, N. Y. 
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News From The SDA 


By R. K. PUGH 
Publicity Director, Shreveport 


The first meeting of the new officers and 
directors was called for June 1-2, by Frank 
Vermilye, Maison-Blanche, New Orleans, 
president of the Southern Display Associa- 
tion, and took place in that city. The meet- 
ing was to wind up the final business of 
the Houston Conference and to formulate 
new plans for the coming year. Plans for 
the 1947 meeting to be held in New Orleans 
were also discussed. 

President Vermilye has announced, inci- 
dentally, that his appearance before the New 
Orleans hotel board was successful in ob- 
taining accommodations for the SDA’s event 
for next vear. 

John Dial, display director of Godchaux’, 
Baton Rouge, and newly elected secretary- 
treasurer of the SDA, took over the office 
officially on May 26. He made a special 
trip to Shreveport to accept his new office 
from Charles Jarrell, Goldring’s. 
thank DISPLAY 

cooperation in 
Conference and 


This column wishes to 
WORLD tor its) splendid 
publicizing the Houston 
Editor R. C. Kash for squeezing in a 
monthly feature of news interest to SDA 
members (and could-be members); it’s real 
Southern hospitality. 


Three more directors are yet to be ap- 
pointed to the SDA board, and these will 
probably be announced Board mem- 
bers appointed at the Houston meeting are: 
R. K. Pugh, chairman of the board, Selber’s, 
Shreveport; Ted Solomon, A. Harris & Co., 
Dallas; Ed Houston; Ralph Barton, 


soon. 


R« Sc, 


“72> a 
Dpestlontan 


IN SOLID TONES 


Pfeifer’s, Little Rock; Marion Wilkins: 
The Boston Store, Fayetteville, Ark.; D: 
Springer, Levy's, Jacksonville; W. F. Spit 
kiet, Gulfport, Miss.; Edward Booth, Low- 
enstein’s, Memphis; John Morrel, Hearne 
Shreveport; L. L. Wilkins, Pizitz, Birmin 
ham; Edgar F. Hoover, Byck Brothers 
Louisville; Sol Kamensky, J. A. Kirve: 
Company, Columbus, Ga.; H. H. Hawkins, 
Milner’s, Lynchburg, Va., and Beaumar 
Jaimes, Kerr’s, Oklahoma City. 


Programs are available to display people 
who did not attend the SDA Conference in 
Houston, and can be secured by writing to 
Frank Vermilye at the address given above. 


Changes made recently in SDA-land: 
Wilbur Packard, formerly display director 
of Rosenfield’s, Baton Rouge, is now with 
Klein’s, Amarillo, Texas. He is succeeded 
at Rosenfield’s by Fred Keyes, interior dis- 
play manager for the same firm. . Jack 
Murray new Palais Royal, 
Shreveport, from Levy’s in the same city; 
he becomes display and advertising manager. 
The position at unfilled at this 
writing. 


goes to. the 


Levy's is 


Announcements are going out to wives of 
members of the SDA soliciting new mem- 
bers tor the newly formed Women’s Auxil- 
iary. Dues are $2.50 annually. Those wish- 
ing to join may write to Mrs. Dorothy Pax- 
ton Giese in care of R. L. Paxton, Shudde 
Brothers, Houston. The SDA feels that this 
is a worthy affiliate and urges the support 
of display wives. 





—This is one of 25 itinerant displays developed and produced by W.L. Stensgcaard & Associates, 


Chicago, for Bostonian shoes, featuring ‘Setter red." 


With limited merchandise in retail stores, 


this display does both a fashion and a “character” selling job. The center pieces on all of ihe 
displays are original oil paintings— 
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The Experience of Years 


Is Priceless 


kins: 

Bes | Much of the reputation we hold for satisfactory service comes from 
, Low- the experience of thirty-five years in catering to a highly critical and 
sone exclusive clientele of displaymen in a specialized field. Once again, 
others, we look forward with extreme pleasure in meeting these friends and 
na customers during their visit to 


Paumar 


- DISPLAY MARKET WEEK 


ence in JUNE 24-28 


ting to 


above, GUS R. MITTELMARK MERTON L. MITTELMARK 
er WLLIAM E. KAY CHARLES COHEN 

-land: 

mien Specialists for Thirty-Five Years in 

vW with . 4 I . 

ae Decorative Flowers, Arts and Novelties 

or dis- 


. Jack 
Royal, 
e city: 
inager 


et ! DECORATIVE DISPLAY CO. 


ives of li 70 West 40th Street, New York City 18 


mem- 
Auxil- 
» wish- 
y Pax- The SDA will announce official figures 
Shudde of the Houston show, including a financial | 
at this tatement, to its members at a later date. | 
upport \t this time all the business and collections | 

are not complete. 

















— ANNOUNCING — 


The stenographie report on, the Houston OUR MARKET WEEK EXHIBIT 


show has been completed. This office has 
one complete set of four volumes, but due | 
» the necessity of holding these volumes | 

as official records we will not be able to | AT THE 
send them to all the persons who have | 
asked for them; therefore we are limiting HOTEL PENNSYLVANIA 
the copies to speakers only. The future 
may bring forth bound volumes of the entire 7TH AVE. AT 33RD ST. 
contents in the event the writer has this 
ilea approved by the SDA board. Speakers | JUNE 24th THROUGH JUNE 29+h 
\ho have written for copies of their. talks 
il] receive them shortly. 


| FEDER INDUSTRIES, INC. 

rhe SDA’s membership jumped an addi- | 

nal 100 members during the Conference 116 W. 48TH STREET NEW YORK CITY 

ek, as announced by Charles Jarrell, | 
lormer secretary-treasurer. All new mem- 
rs, after this month, will be listed in this 
lumn. A membership committee is now 
ng formed by President Vermilye and 

















ll be announced next month. 





USE THE 
| OPPORTUNITY EXCHANGE | TURN TO PAGE 33 


F : For any WANT AD purpose: : ° 
ry a complete story of the New Orleans POSITION WANTED POSITION VACANT || ia for the most profitable 


cting, along 1 ans for x -ar’s USED DISPLAY EQUIPMENT FOR SALE ° ° 
ting, along with plans tor next veat AB or AR plant waarrEn | money - making opportunity 


ww and whatever important news _ that 
= Ww 
$3.00 Per Column Inch CASH WITH ORDER ever ff j! 


v break in the meantime. 




















JOSEPH 
GRIMALDI 
STUDIO 


87 FOURTH AVE. 
NEW YORK 3, N. Y. 
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THE SHOWROOM 


KEITH THEATRE BUILDING 


FUlton 4202 *® DAYTON 2, OHIO 
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The booths are lighted, left to right, as follows: regular incandescent bulbs; 3500 


white fluorescent; 4500 


JUNE, 1946 


or standard 


white fluorescent; soft white fluorescent, and daylight, or 6500°, white 


fluorescent— 





Demonstration Shows Effect 


Of Different Lighting 


light sources 
white light to 
effect 


was demonstrated 


different 


HE ability of 
and different tints of 


change the color and. the cre- 
fabrics 


Products, Inc. in un- 


identical 
Electric 
visualizers 
Lighting Exposition, held re- 


ated by 
by Sylvania 
usual color exhibited at the 
International 


cently in Chicago. 


Showing how identical merchandise looks 
under the five different colors of white light 
now available, the color visualizers, accord- 
ing to Kathleen L. Hanway, home lighting 
consultant for Sylvania Electric, emphasize 
the need for selecting the proper color light 
for display purposes. 


“Lighting,” declared Miss Hanway, “can 
help to create the desired atmosphere for 
any type of merchandise. It can suggest a 
locale, or it can suggest the time of day or 
the season of the year.” 

The 


five booths, each lighted by a different color 


color visualizers, which consist. of 
white lamp, contain mannequins dressed in 
standing against 


The red and white 


identical costumes and 
identical backgrounds. 

polka dot dresses worn by all five figures 
appear a different shade and create a differ- 
booths, as 


ent impression in each of the 


does the gold color background material. 


Lighting in the first booth, at the extreme 
left, is) from incandescent bulbs 
Under this lighting the takes on a 
warm red-orange tone and the background 
gold color cloth looks a deep rose-gold. 


regular 


dress 


The contains 3500°,) or 
standard This 
color is primarily used in interior lighting 
intensify the 
vellows and warmer pastel 
The Mght from these lamps is simi- 


booth 
fluorescent 


second 
white, lamps. 
applications and tends to 
greens in the 


Ci lors. 


lar to the familiar incandescent lamp in its 
effect) on i 


reasons 


colors and is one of. the 
why it is the 
of all fluorescent lamps. 


most 


most popular color 


In the third booth the light source is 4500° 
white which was developed in 
answer to popular demand. It is iiot as 
cold daylight as the daylight lamp, yet it 
gives colors the same effect as does natural 
daylight. It is suitable for 
schemes. 


fluorescent, 


many color 


In the tourth booth, which contains soft 
white fluorescent lamps, the dress appears 
This light flatters the 
colors, yet gives a cooler effect to them than 
does incandescent lighting. In addition to 
their suitability for displaying such items 
as lingerie in specialty and department 
stores, soft white lamps are used extensively 


a pinkish red color. 


in food stores, restaurants and display cases, 


especially in meat display cabinets. 


Daylight, or 6500° white, fluorescent lamps 
fifth booth. These 
lamps contain a relatively large percentage 
of blue rays and may therefore be character- 
ized as a light. The daylight lamp 
tends to intensify the cooler colors, such as 


are used in the color 


cool 


the blues, and to bleach the warmer colors, 
such as the reds and pinks. It is not gen- 
erally used in the home, but finds extensive 
use in industrial lighting and is often used 
as a blend with other fluorescent lamps. 


“With these five colors of white light.” 
Miss Hanway declared, “merchandise man- 
agers and displaymen have a versatile tool 
with which to. work. By studying the 
effects created by incandescent and _ the 
various colors of white fluorescent light now 
available, apply modern lighting 
to the advantage of any display.” 


they can 
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CUSTOMER TRAFFIC! 


The modern concept of display is to arrest the attention of 
the prospective customer. Nothing is more effective than 
the sparkling “eye-appeal” of FLEXGLASS. 

Use it to streamline existing counters and display racks or 
specify its use to add a highly decorative note to new counters 
and display units. 

Ideal for store fronts, window backgrounds and treatment of 
all curved surfaces, including columns. Use it whenever 
modernization calls for new and novel results. 
FLEXGLASS is real glass, cloth-backed and cut into squares 


or rectangles to produce a pliable sheet. 


Illustration shows a fine example of Rose Mirror Flexglass 


in use. Note how interesting is its application to counter 





front and back bar of the Goubaud Beauty bar, New York City. 

















The Glass That Bends 


UNITED STATES PLYWOOD CORPORATION 


55 West 44th St., Dept. F New York 18, N. Y. 








SPECIALTY SHOP DISPLAY 
[Continued from page 55] 

watch all fashion trends and know. which 
ones are to be important, which ones are 
just interesting bits of fancy. The display 
director's work is that of selling ... a part 
of that triple alliance made up of merchan- 
dising, advertising, display. 

In a specialty store set-up, fashion must 
be coordinated between shops. For example, 
vou can not have cottons from the sports- 
wear shop in one window and have the 
window next to it for another shop still in 
i mid-season wool mood. Your complete 
bank of windows must have the same mood 
not only in the display props, but in mer- 
chandise as well. 

Fashion must be accessorized; specialty 
stores expect merchandise to be accessorized 
completely down to the last word in ear- 
rings and glove color. Your accessory shops 
play a most important part in a specialty 
store set-up. A great deal of your dollar 
volume comes from the sale of exclusive 
and expensive jewelry, handbags and other 
accessories, as well as from your couturier 
dresses, furs and suits. 

Because it is necessary that the specialty 
store be first, always, in its presentation of 
new fashion, the director of display must 
constantly be on his toes to see that his 
store leads in this respect. A twice-told 
tale is of no value to his story; it is first or 
never. This is one of the main differences 
between department stores and specialty 
store display. It is faster in appearance 
and shorter in duration. 

\nother great difference is that there are 
more “policy” windows. Quantity of mer- 








chandise is not always a determining factor Leonard Pons Is Elected 
in setting the windows; a beautiful dinner By New Orleans Club 
dress or a lovely fur, even though there \t 
may be only one of its kind in stock, oft- roan Leonard Pons, D. H. Holmes Company 
times goes into a window to build prestige. had. ; ; nt 
We appeal to a two-fold audience. There sete 
is the tried and true customer who wears 
good clothes, who knows good tabrics and 


an election of officers a short time 


was named president of the New 
Orleans Display Club. He succeeds Frank 
Vermilye, Maison Blanche Company, who 
was elected president of the Southern Dis 
play Association at the Houston Conference 

Assisting Pons will be the following staff: 
vice - president, Lolita Nelson, Maison 
Blanche; secretary-treasurer, Richard Sharp, 
Keller-Zander Company. 


line and is, therefore, because of that, more 
critical of our windows than the average 
woman on the street. And then there is the 
prospective customer which we constantly 
strive to reach. The one whose income 1s 
trading up and whose fashion knowledge is 
growing. She is important and we should 
never lose sight bg because today or Startled Customers 
tomorrow or some day, she is going to be Hear Talking Display 
a customer that you want for your store. The “Ad-Vox Merchandiser,” now being 
Your display should be, actually, your marketed by Electronic Advertising, 247 
community's educational program for good Park avenue, New York City, is a new 


merchandise, for good fashion. record-playing device which launches into 
In closing, may I stress the great civic a sales talk when a customer approaches 

obligation which you have to your com- near enough to a display to break an elec- 

munity. You are expected, as well you tric beam between two electric eyes. 

should be, to lead all activities of a cultural Planned primarily for supermarkets, at 


nature, to promote the wide knowledge and least at first, the device can welcome cus- 
enjoyment of good music, ballet, excellent tomers to the store, talk about the day's 
theatre. You are expected to lead the specials, or give the selling points about. 
parade in all educational programs ... in items featured in a display. 

all civic enterprises. 


Tees Crystalline Plastics 


Displayman's Son In New Home 
With Carl's Affiliates Formerly located at 2812 West Ninth 
His father’s footsteps are being followed — street, Crystalline Plastics Company is now 
by H. H. Riegel, Jr.. son of the display in the firm's new factory building at 1026 
director of Wolff & Marx Company, San Venice boulevard, Los Angeles 15. Henry 
Antonio; the former recently assumed charge  S. Schwarz, head of the company, reports 
of display for The Fashion and Jack & Jill, that the new location provides excellent and 
both affiliates of Carl's, all of the same city. modern facilities. 
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Now! GLO-GLASS 


Sparkling - Enchanting 
Spun Glass Fibre 


NOW! Unusual spun glass fibre 
for that "different" effect. Spark- 
ling luster and brilliance to stop 
the eye .. . soft, foamy appear- 
ance to add new charm and beauty. 


For Your Display Problems 
The perfect material for clouds, 
waves, smoke and similar display 
effects. Non-irritating and com- 
pletely fireproof. In | Ib. cartons, 
fully fluffed ready for use. 


9 Lovely Colors 
Pink, Yellow, Char- 
Peach, Shocking 


Blue, Green, 
treuse, Orchid, 
Pink, White. 


and FABRI-GLASS 


Colorful, Pliable, Translucent 
Brilliant glass fabric that catches 
and reflects light! You'll find a 
whole new field of display possibili- 
ties when you use this unique fire- 
proof material. 


Easy to Use 

Simple to shape and cut. Can be 
formed into sparkling flowers, leaves, 
signs, columns and dozens of other 
In a wide range of weights. 
Processed 19 yds. to a 48" wide 
roll. Samples on request. Price: 
Per Lineal Yard, 48 inches wide 


COLORS: White, Blue, 
Green, Chartreuse, F 
Yellow, Red 


Dealer Inquiries Also Invited 


GLO-BRITE 


PRODUCTS, INC. 


6415 NO. CALIFORNIA AVE. 
CHICAGO 45, ILL. 
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uses. 
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FOR SALE 
Christmas 
Decorations 


All items listed are in very good 
condition. If interested, write or 
contact R. M. Montgomery, Hotel 
Pennsylvania, New York, during Dis- 


play Market Week, June 24 to 28. 


Seven Alpine Christmas Shrines with 
sculptured children figures, fawns, 
birds, etc., finished in white with 
crystal beads. Snow blown effect. 
Used only once. Made by Bliss. 
$600.00 
Forty Papier Mache deer. Full 
round, front half, removable antlers, 
finished in white stiple, high lighted 
in dry brush gold. Used once. 
Dozen lots only. $10.00 Ea. 
Forty Split Fibre Christmas trees. 
Full round, five feet high, light blue 
and white, frosted. Used once. 
$15.00 Ea. 
Two Composition Harps. Highly 
ornamented, finished in white, high 
ighted in gold. Made by Silvestri. 
$20.00 Ea. 


Four Southern or Sportswear panels, 
size 8 x 8 feet. Painted scenes on 
wall board, dry brush technic, mod- 
ern style. Two panels to each paint- 
ing. Set of four paintings. $50.00 
Eleven Gnomes. Poised to pull bell 
full round, costumed in bril- 


Usable 


ropes 
iant rayons. Made by Bliss. 
but slightly soiled trom dust. 


$10.00 Ea. 


Penn Traffic Co. 


Display Department 
JOHNSTOWN, PENNSYLVANIA 





| visit 
| play manager of Frederick & Nelson; Wil- 
| liam 


| announced 


| served 
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SEATTLE STORE STAGES 
ELABORATE STYLE SHOW 
[Continued from page 41] 
names of the stylists lettered onto the we 
were used as place cards, and large ban: 
with their names on them were hung f1 
the ceiling. The hall was decorated wt 
rhododendrons, the state flower. 
of the early season, it was necessary 
force the blossoming of the flowers 
placing them in a greenhouse in advai 

Three hundred guests attended a banque 
for the personalities, and elaborate deco: 
tions were prepared for this event. An 
Indian canoe, 40 feet long, filled with force- 
grown rhododendrons, formed the massive 
centerpiece for the floral decorations. This 
canoe, borrowed from the University of 
Washington museum, had to be moved to 
the hotel in the wee small hours of the day 
of the banquet. On each of the 40 tables 
were two reproductions of the Frederick & 
Nelson seal, made of 2-ply board. These 
were placed back to back to form holders 
for candles, and rested on a bed of native 
Washington flowers. Even the food was 
coordinated to carry out the Pacific North- 
west idea, with ice cream desserts molded 
into the shape of Washington apples and 
pears. 

At a luncheon given by Frederick & 
Nelson executives in the store’s Tea Room, 
the walls were decorated with plans and 
sketches of the Frederick & Nelson $5,000,000 
expansion and modernization program, and 
appropriate flowers were arranged attrac- 
tively throughout the room. 

Timing an important phase of the 
successful decorations for the event. While 
the planning and preparation were done in 
advance, the actual installation of the dec- 
orations had to be accomplished in a short 
period of time. The stylists arrived on a 
Thursday evening; the Chamber of Com- 
merce luncheon was at Friday noon; the 
banquet was Friday evening; the 
luncheon was at Saturday noon; the fashion 


Beca 


was 


store 


| show was Saturday evening, and the party 


at the lakeside estate was on Sunday. 
Assisting Sjursen in the supervision of 


| the decoration phases of the personalities’ 


were Howard Schneider, interior dis- 


Brado, window display manager, and 


Joe Berney, display shop manager. 


Display Corporation 
Opens Cleveland Office 

The Display Corporation, Milwaukee, has 
opened a branch office in Cleveland and has 


Beekman 
Myer 


cen- 


the 
Myer as _ its 


appointment of 
Cleveland manager. 
two years as a Marine in 
tral Pacific area. Discharged a 
last December, he was with Hal Malmquist 
art studios of Cleveland until he joined the 
specializes mM 
for na- 


the 
sergeant 


which 
displays 


Display Corporation, 
point-of-sale advertising 


tionally distributed products. 








Don’t forget — send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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Don Kester In West 
On Buying Trip 

Donald Kester, display manager for Roth- 
schild’s, Kansas City, returned on June 1 
from a buying trip to the West Coast in 
preparation for an extensive remodeling job. 
\ hile in California he spent some time on 


the avocado “ranch” of B. A. Jacobs, of 





t Los Angeles display firm of that name. | 


A! Gatto Joins 
Modern Displays 


\l Gatto, formerly of Gatto Display 
Studio, New York City, has been appointed 
display sales promotion director and dis- 
play consultant for Modern Displays, Wash- 
ington, D.C. At one time Gatto was with the 
United States Rubber Company for 12 years. 


London Displays 
In New Quarters 

London Displays has announced the open- 
ing of the firm’s new showroom and studio 
at 243 First avenue, Pittsburgh. Larger 
quarters provide facilities for three-dimen- 
sional papier mache and wood work. 


Hollywood Firm 


Adds Henry 

\t one time with J. W. Robinson Com- 
pany, Los Angeles, and more recently assist- 
ant display manager for Saks, Beverly 


Hills, Jack Henry is now in charge of dis- 
for Nancy’s and Mimt's, of the Betty 
Blane Company. He replaces Kenneth 
Helmboldt, who is now display director for 
Meier & Frank Company, Portland, Oregon 


play 


Advertising Men Hear 
Discussions Of Display 


The Advertising Managers Club of Chi- 
cago, meeting on June 4, had for discussion 
the subject of product display and demon- 
stration setups, particularly for trade and 
consumer shows. Guest speakers were Jim 
Pease, vice-president, Hurley Machine Divi- 
Electric Household Utilities Cor- 
poration, and William Mackelfresh, Jr., in- 
dustrial designer and engineer. 


sion ot 


Flying Trip To Europe 
For Zeppen-Field 

W. M. Zeppen-Field, of the well-known 
Hollywood mannequin firm of that name. 
returned some time ago from a two-week 
visit to Europe, traveling by air. He spent 
time in London, then went to Paris, 
Zurich and Amsterdam, returning by “Con- 
stellation.” 


some 


Address Correction 


ls Noted 

Through a typographical error, the ad- 
ess of the new Los Angeles office of 
\llied Display Materials, Inc., New York 


(ity, was given incorrectly in the May issue 
DISPLAY WORLD. 
219 West 7th 
direction of James H. Jacobson. 


The correct address 


street; the office is under 


Columbia Display Material 
Moves To Own Building 


The factory and offices of Columbia Dis- 
vy Material Company, formerly located in 
w York City, have been moved to the 
building at 179 Pacific street. 


m's 


own 
ok lyn Zs. 
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16 SQUARE FEET 
OF EMBOSSED 


onl 
eee, 96°? 











‘OF COURSE NOT 
But You Get the Same 


Effect with COVERAY 


Imagine a 4-ft. square leather table top for less 
than $1.00! You get the looks at least with 
COVERAY at that price and it wears amazingly! 
For almost any other lining or covering job, it 
looks dollars at a cost of pennies. Besides, it’s 
highly resistant to grease, stains and fading—100% 
washable baked-on enamel finish—22 authoritative 
colors—plain colors as low as $1.50 for 4-ft. x 25-ft. 
rolls. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 
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VOU LMA 
chebea 8-6/ 24 


(Curtain going up 
June 24th) 





mache displays 





TURN TO PAGE 33 


.. . for the ‘mest profitable 


money - making opportunity 
ever offered! 














USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED 


USED DISPLAY 


POSITION VACANT 
EQUIPMENT FOR SALE 


REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 











Imagine! Smart metallic glass 
balls for your every Christ- 
mas display at this low price. 
And each with genuine me- 
tal hook. Don’t delay. Mail 
coupon. 


Immediate Delivery from Stock! 


Order Now...while stocks are complete 


METALLIC 


in solid colors...... with genuine metal hooks 


BALLS 


214" Diameter 


10.50 Gross 


2544" Diameter 


13.50 Gross 





COLORS - - Chartreuse 


€merald Green 
Royal Purple 
Midnight Blue 
Coronet Red 


ART R. COHEN CO. 


Surprise Pink 
Shocking Cerise 
Sunset Gold 
Silver Glow 


CITY 


COLOR 
COLOR 


COLOR 
FIRM NAME _ 


ADDRESS__ ‘ 


ART R. COHEN CO., 810 Penn Ave., Pittsburgh 22, Pa. 


Send Metallic Balls as Indicated Below 








Gross |) 
Gross Size 
Gross. Size 














810 PENN AVE., PITTSBURGH 22, PA. 





__Check enclosed.__Send bill.__Send Christmas Catalog 
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GRAPEVINE STUMPS PINE CONES PINE NEEDLES MOSS AND 
SAGE BRUSH MANZANITA WAGON WHEELS ETC 


WRITE FOR FREE CATALOG 


WESTERN DISPLAY (0. 


1245 DOON WAY FRESNO, CALIFORNIA 





SMART DISPLAY PLATFORMS 
Finished in White 


—This is George T. Robey, display director for 
Arthur A. Everts Company, Dallas . . . and the 
second Robey to win a $1,000 check in a Rey- 


| nolds Pen display contest within the past few 


| weeks. His brother, J. Milton Robey, of Volk 


Set of three 


29-50 
Top unit 24x12x4 6.60 each | 


Center unit 36x18x4 9.65 each | 
Lower unit 48x24x4. 13.25 each 


Made of seasoned wood 


QUENSELL DISPLAYS, Inc. Forest itis Nv. 




















12,250 


COPIES 


This issue of DISPLAY WORLD 
attains a new circulation high of 12,250 
copies, a gain of 2,250 since the first 
of the year. Subscriptions are being 
accepted for immediate entry, for the 
present at least, although the paper 
shortage may make a resumption of a 
subscription waiting list necessary soon. 

















| “Mayortex” all-plastic mannequins at the 
| Hotel McAlpin, New York City, from June 
| 17 through June 28. The figures, made out 
| of a material which is said to be lighter and 
|} yet stronger than papier mache, were de- 
| signed by Willi and Gabriel Mayorga. They 
| are completely plastic from head to foot and 
| are guaranteed not to fade or discolor. 


| Brothers, also of Dallas, received a similar award 
| recently. George placed among the top ten 
| winners in the contest whose results are given 


elsewhere in this issue. An active participant in 
local display activities, he is treasurer of the 
Fort Worth-Dallas Display Guild— 


"Mayortex'’ Mannequins 
To Have Showing 

C. F. Davis, general manager of Fren-Zee 
Store Equipment & Fixture Company, New 


| Haven, Conn., has announced that his firm 
| plans a premiere showing of the new 


] 


McDonald Heads Display 


| For Arizona Edison 


The Arizona Edison Company, Inc., serv- 


| ing a dozen Arizona communities, has 
| secured Jack Leonard McDonald to direct 
| display and public relations. Recently re- 
| turned from service, McDonald's military 


experience took him into top public rela- 


| tions work in Cheyenne, Seattle, San Diego 
| and Lexington. Creating displays to en- 
| courage Wac recruitment and to turther 
| the sales of War Bonds, he used coordinated 
| window display, newspaper, radio and stage 


presentations to tell the story. 


Clinic, Forum, Addresses 
For AMC Meeting 

\. ©. Thompson, vice-president of the 
Associated Merchandising Corporation, an- 
nounces that under the direction of Morris 
Welch, the AMC display managers’ group 
meeting will take place in New York City, 
June 24-25. The first day will be devoted 
to a clinic and forum, while the second 
day's program will include prominent speak- 


| ers giving advanced thinking towards. all 


phases of display. 








JUNE, 1946 DISPLAY WORLD 107 





















» 1946 
Come and see these Kurtis heads executed in 
CERAMIC FINISH with the new PLASTIC 
hairdos (soft and flexible) 

ied il Exhibited at the Hotel New Yorker, Room 546. 

bev Have your old mannequins redone in Ceramic 


en hn : ™ F Finish with the new PLASTIC hair. Write for 
full details of KURTIS MANNEQUIN RE- 


ar award 


top ten ». FINISHING SERVICE. 





















re given 
cipant in 
eee yer DISPLAY STYLISTS AND MANUFACTURE. 
_ J - vi 
pe 8 e N 
Zk. g. kurtis studio 
4 
88 COLUMBUS AVENUE AT BROADWAY & 64 ST., NEW YORK 23 * 
TRafalgar 7-1729 
ren-Zee 
iv, New 
iis firm 
= = Norbert Austen Returns 
os ian From Mexico Trip 





ade out 
iter and 


Norbert H. Austen, head of Austen Dis- a ° 
play, 31 West 31st street, New York City, | IN NEW YORK Don f Miss 

































ere de- recently returned from an extensive buying | 
1. They trip through Mexico. He reports securing | 
oot and a number of new items which he hopes to 
lor. ave available in this country later in the 
ear. Austen is planning now on leaving 
ra similar trip through Europe this | 
summer. Mi = 
i annequin 
Ss, has Elaine Young Resigns; | 
» direct ms 
die eas To Become Bride 
nilitary The resignation of Elaine Young as dis- | 
c rela- play manager for Ellison's, Minot, N. D., has | 
) Diego heen announced. She will retire to private 
to en- ife as the bride of Gregory W. Charlebois, | 
further ecently returned from 37 months service | HOTEL MI IRRAY HILL 
dinated ith the armed forces in Europe. Miss | 





d stage 





Young’s successor at Ellison's has not yet | PARK AVE. at 40th STREET 


een announced. 


—- ss 1JUNE 24-29 


chneider Takes Over 
Block's Interior Display 









































































ot the 

yn. an- Rolland KEK. Schneider has been appointed 

Morris terior display manager for the Wm. H = ao 

group lock Company, Indianapolis, following the TU RN ce) Xe] = 33 For Historical Events 

& City signation of Jane Collins. Schneider was | Rent 18th and 19th Century Costumes. Ladies’ 

oe cent] ischare . - ar : he ° | Men’s, Children’s. From the authentic collection of 

levoted wr disc ars, ed lear the army with the | eee for the most profitable | Katherine Burr Fleming. 

second ink of captain after having served three a WRITE FOR TEN - PAGE 

speak- nd a half years. Before entering the army money - making opportunity CIRCULAR AND PHOTOS 

de all was with the H. & S. Pogue Company, ff d! KATHERINE B. FLEMING 
ever orrerec. 3129 WHITNEY AVE. MT. CARMEL, CONN. 


iIncinnatl. 
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| Certain Shopping Habits 
Revealed By Survey 


“The public’s incandescent bulb shopp1 
habits follow certain definite pattern 
Frank Mansfield, director of sales reseat 
for Sylvania Electric Products, Inc., sa 
in appraising the findings of the second 
TALLY - HO DISPLAY | the company’s continuing studies on hor 

lighting. Conducted for Sylvania by a lea 

ing independent market research group, tl 
STUDIOS survey shows that regular grocery storcs 
| top all other types studied in frequency 0 

visits by women shoppers, who form | 

: . ; , per cent of the bulb-buying public. S:¢ 
cordially invites you to their service grocery, variety, drug, hardware and 

electrical stores follow in that order. 

T / ’ 72 aly “a , As incandescent bulb outlets, Mansfield 
N. A. D. [. Market Week Show Ing | points out, grocery stores were found to be 
most popular. Variety stores were next in 
at the importance to the lower income groups 
Almost half of the higher income groups, 
r however, patronized public utilities, hard 
Hotel New Yor oS ie Room » Li ware PO ip a ns for their bulb 
purchases. Furthermore, nearly two-thirds 
of the people said they bought bulbs at the 
same store time after time, but it was the 
top economic class which exhibited the 
| greatest store loyalty; lower income custo- 
150 East 28th Street | mers preferred to shop. 

Although the survey revealed that over 
New York City 16 | 20 per cent more of the people with higher 
| incomes put bulbs on their shopping lists, 
one in three persons bought bulbs on im- 
pulse, and 90 per cent of the bulbs  pur- 
chased were selected because of the wattage 
and not the size of the glass bulb. This is 
important, according to Mansfield, who says 
that improved merchandising methods will 
elevate light bulb sales to a position equiva- 
lent to that of other staple commodities. 








June 24th to 28th 














Gardner Memorial Awards 
Are Presented 


Donald Yochum, Pittsburgh, a student in 
the Junior Industrial Design class at Car- 
negie Institute of Technology, has _ been 
awarded the grand prize in the first semi- 
annual William M. Gardner Memorial 
Award. Students in the Junior and Senior 
Pictorial and Industrial Design departments 
it Carnegie Tech were eligible for the com- 
petition, which is sponsored jointly by 
Gardner Displays Company and Carnegie 
Tech to develop the talent of student artists 
and promote their interest in the field of 
industrial design. Yochum was_ formerly) 
a first lieutenant in the Army Air Forces, 
with 38 missions in a P-47. On the 39th 
mission he was shot down over Germany 
and held a prisoner for five months. 

Other winners were Martha Morrill, 


4 d & f ST R * Jeanne Rush and Delmar Damrau. The 
an oot A S awards of $150 were presented by Mrs 
GIVE HIGH DRAMATIC APPEAL to your William M. Gardner, now president oi 
windows and interior displays with Gagen Gardner Displays. The judges included 
entdiver nadie Paul J. McGean and Henry Laussucq of 
down for storage in compact cartons provided. 
Made in dull gold or brilliant silver heavy 


structural foil. Also strong weight snow white ' 
bristol board. Provisions for hanging. McCurdy Ss, Rochester, 
4' White bristol star. Names Ellis : : 
Carton of 6, $14.75 Formerly with the store’s display depart 


6" White bristol star. Carton of 6, $18.25 ment until the war, Charles Ellis has re 


6' Dull gold or brilliant sil tructural ; 2 y 1 
. foil star. Carton of 6, $34.50 turned to McCurdy & Co., Rochester, and 


Sample stars: Bristol $3.50 each — Foil $6.25 each has been named display manager for the 
“Protected Designs FOB San Francisco firm. He succeeds Albert Vetter, who re- 


= GAGE DESIGN signed a short time ago and whose future 
DISPLAY 


ylans have not been divulged. 
WEst 2758 2439 Sutter St., San Francisco | e not been divulged 


Gardner's design staff. 
4 
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NAI Associates 


‘o Meet In Chicago | 
1Oppii g Associates of Window Advertising, Inc., 


ttern ill meet in Chicago at the Continental 
eseal otel on September 20, under the chairman- 
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at the 

yas the 

ad the 

custo- 

—Sol Fisher— 

t over 
higher 
y lists, 
om im- 
Ss pur- 
vattage 
Chis is 


ship of Sol Fisher, Fisher Display Com- 
pany, of that city. There are 110 WAI 
associates, and Fisher predicts an attend- 
ince of 100 per cent. Details of the meeting 
will be revealed later, but it is known now 
that there will be several exhibits and 


demonstrations. 
10 Says 


Is will P+ ts its = ~ ; 
»quiva- PE si = 2 aE ht a oo 
ies. Ups Pen Sales ; 

A point-of-sale display case made of B b [ S h / D / 
plastic and entirely modern in design is ac 0 C 00 1S ay 
being furnished to dealers without charge | No. 711—SPECIAL ENSEMBLE—all items No. 712 thru 718..Complete—$22.50 
by the Reynolds Pen Company for the in- | No. 712—BOOK—size 28''x23"'x214"", wood construction, wallboard covers, red plaid $6.95 
troduction of the new Reynolds “400.” The | No. 713—BLACKBOARD—size 38''x28"x!4", wood construction, red plaid, 5" frame 6.95 
case draws consumer attention through the | No. 714—RULER—size 48"x5'"x14"", wood, black markings, red plaid 2.75 
use of a modernistic ball design of two | No. 715—PENCIL—size 60''x234", full round, blue plaid 2.75 
Te plastic rings completely encircling one of No. 716—PEN—size 60''x234", full round, gold foil point, blue plaid 2.75 
morial the new four-year pens. Underneath this | No- 717—PEDESTALS—size 8"x8", heavy wallboard, | blue and | red plaid. set of two— 2.25 
Senior No. 718—STREAMER—size 60'x814", screened in yellow on blue plaid paper 95 ea. 
tments —_ 
a of black, silver and gold | ro aemiy 
ly by ice ; . | SAVINGS ON PURCHASE OF ENSEMBLE 2.85 


\ncther feature is a comccaled Grower im | 6. ec sess Melia ie A tains long on blue or red per roll $2.50 
ite hack of the display rack which gives the 
‘ sts 


id of clerk immediate access to all models dis- 
ei 0 . > > > ies > af > . © > | 
rmerl) played in the case. Dealers report that the | BATS MRED Tat Ta tau La ee 
; new display is attracting considerable atten- 2 ies: Mite” 
e ° a thing An 
tion and has resulted in increased sales. — s Aig 


Reynolds Display Case 


3 


lent in 
t Car- 
, been 
semi- 


eye-catcher is a display rack with a trans- 
parent cover which holds six additional pens 


irnegie 
‘orces, 


e 39th 
rman\ 











Manual For Lamp Displays | | 
lorrill, Issued By GE U | DISPLAY 


The \ new manual featuring practical display TO YOUR 

Mrs. ind merchandising ideas for department | 

nt of stores has just been made available by the DISPLAYS WITH NATURAL 
cluded lamp Department of General Electric Com- PLASTICS 

icq of pany, Nela Park, Cleveland. Its form num- ATTRACTIVE 


r is “A-621.”" More than 70 illustrations Put new selling punch into your work with cut- Your own styles or 





e used in this 36-page manual, of 9 by 12 out plastic letters, transparent plastic shelves — sketches duplicated if 
sil. adeas -1 Sete? uiiiattis Maal f even complete displays and fixtures made of ial Desi a 
Ce oe Pe See ee sles v7 erystalsclear plastic! We can supply all materials cans ee : 
K lamps and to show how the displays you need... sheéts, rods, tubes, strips, dyes, display mannequins of 
n » assembled. cements, etc., complete with instructions. Send every description. 

epart The manual not only points out where today fer cotaleg to 

as re ips can be displayed and merchandised 

- and ' re inden ace ~ . . IV Teves Te)) Tic) s 

ran best advantage but how this may bs CARMEN-BRONSON CO. ARRANJAY WIG CO. 


yr the complished. Sixteen display fundamentals 165 East 3rd St., Dept. 6-D Mt. Vernon, N. Y. WIG SUPPLIES, DOMESTIC & EXPORT 


lo Fe described. The suggestions in the manual 32 WEST 20th ST NEW YORK CITY 
tuture also intended for use by utility com- @ Please Mention DISPLAY WORLD When Telephone Chelsea 3-8341 
nies and other large retail outlets. Writing Advertisers 
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Graduation Exercises Held 

For Display Class 

graduation exercises of the 
technique at Washington 
Louis, on June 3, a dinner 
was given by the St. Louis Display Guild in 
R. C. Kash, DISPLAY 


WORLD, who was the principal speaker of 


Preceding the 
class in display 
university, St. 


honor of editor of 


the evening, and the members of the Guild 


who had acted as guest instructors for the 


COUTTS 

Following the 
held. 
the class and president of the International 
\ssociation of Display, opened the program 
Clifford 
Schrader, class president, speaking on be- 


dinner the graduating ex- 
David Estes, instructor of 


eCrcises 


were 


and introduced the speakers. 
half of the members of the class, expressed 
obtained from 
that it 


another 


results 
stated 
desire of the that 
offered next semester. 

\rthur McMahon, 


Display 


gratification for the 


the work done and was the 


group course be 
president of the St. 
and director 
Drug Company, told of the feel- 
ing of satisfaction and pride shared by all 
the members of the Guild in being asked to 


Louis Guild display 


ot Glaset 


DISPLAY WORLD 


sponsor and 


SUCCESS. 


TRADE PERSONALITIES no.40 


help in making this course a 


by Tony Brinker 








FAVORITE HOBBIES ARE READING 
AND AN OCCASIONAL GAME OF BRIDGE 
..- ALSO FOND OF FISHING AND 
WUNTING. PAST PRESIDENT OF Pi 
RO SIGMA. ACTIVE IN CHURCH 
WORK... HE IS MARRIED ANDO HAS 
ONE SON AND ONE DAUGHTER. 





FOE 


VICE PRESIDENT, 


REYBURN MFG. CO., 


PHILADELPHIA, PA. 


BECAME ASSOCIATED WITH REYBURN 
MFG. CO., INC., IN 1929, AND SINCE 
EARLy 30'S HAS DEVOTED ALL HIS 
TIME TO DEVELOPMENT OF THEIR 
DISPLAY, CREPE PAPER AND PAPER 
NAPKIN PRODUCTS. 


WISE WAS GRADUATED FROM WENONAH 
MILITARY ACADEMY IN 1925 
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—Left to right, Dr. John W. Wingate, dean of 

the School of Retailing, Washington university; 

R. C. Kash, editor, DISPLAY WORLD, 

Dave Estes, president, International Association 
of Display— 


and 


Dr. John W. Wingate, dean of the School 
of Retailing at Washington university, ex- 
pressed his appreciation to Estes and_ the 
members of the Guild for their cooperation 

Dr. Wingate 
be continued, 
with 
for beginners, where theory could be taught, 
and another 
dents which would deal with actual demon- 
stration work. Dr. Wingate presented cer- 
tificates of merit, bearing his signature an 
that of David Estes and issued by the uni 
versity, to all the students of the class. 

Betty Lou Hoffman, a member otf the 
was judged the outstanding student 
in the School of Retailing and was awarded 
the Charles Garland Andrews 
prize of $25. This memorial was established 
by a friend of the St. Louis merchant who 
committee 
and who 


and assistance with the class. 
that 
with one class but 


recommended the course 


not only two—one 


class for more advanced stu- 


class, 


memorial 


was a member of the advisory 
of the department of 


died recently. 


retailing 


To conclude the program, R. C. Kash 


spoke on the future of display. 


Few Display Changes Made 
In Washington Merger 

Comparatively few changes in the display 
personnel have been made as a result of the 
recent take-over by Woodward & Lothrop 
of the Royal, Washington. De ib. 
Herndon is display director for both units, 
handling 


Palais 
with George Payne as assistant, 
display dt the Palais Royal, which is now 
known as the North building. Charles 
Spahr, of the Woodward & Lothrop display 
department, has been transferred to the 
North building staff. The following mem 
bers of the Palais Royal department are 
still with the firm: Ralph Henr\ 
Rothschild, Hans Berger, Elinor Robey, and 
Robert Edsall, all of the window division 
William Hicks, Loretta Snyder, and Robert 
interior. 


Frazer, 


Ross, 
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<ing's Men Winners 


Are Announced 
Winners of the window 
onducted earlier in the year on a nation- 
vide basis by King’s Men have been an- 
iounced by Windsor House, Angeles, 
nanufacturer of the luxury 
oiletries. 

Grand prizes of $250 each have been 
warded to the following: W. P. Cham- 
vagne, Abdalla’s, LaFayette, La. (cities up 
to 100,000); Eugene W. Turner, George 
Muse Clothing Company, Atlanta, (cities 
irom 100,000 to 500,000); Armand C. Rain- 
ng, Boyd's, St. Louis, (cities over 500,000). 
In addition to grand prizes in these three 
group of five prizes 


display contest 


Los 


line of men’s 


categories, a second 


was awarded for each population group. 
These prizes consisted oft $25 government 
bonds. 


For cities up to 100,000, winners of addi- 


tional prizes were: D. L. Ludwig, Webbs 
Shops, Glendale, Calit.; Ray Putnam, 
Yowell-Drew-Ivey, Orlando, Fla.; N. J. 


Meyer, Bremer’s, Iowa City, Iowa; EK. W. 


Ingles, Mills Brothers, Wenatchee, Wash.; 
Manly J. Curtiss, Small’s, Lansing, Mich. 
For cities between 100,000 and 500,000, 


second prizes were awarded to Richard A. 
Staines, Vandever'’s, Tulsa; Worth R. Wins- 
low, Berg Clothing Company, Omaha; R. E. 
Reynolds, FE. M. Kahn Company, Dallas; 
Harry Kramer, Joseph Frank & Son, Nash- 
ville, and Foster Jarrett, Rich’s, Atlanta. 

For cities over 500,000, second prizes went 
to: Charles FE. Albright, Jacob Reed’s Sons, 
Philadelphia; Clement Kieffer, Jr... Klein- 
hans Company, Buffalo; Arthur McMahon, 
Glaser Drug Company, St. Lee W. 
Court, Filene’s, Boston, and Rude, 
Baskin’'s, Chicago. 

All contest entrants who were not awarded 
prizes were presented with a set of King’s 
Men toiletries with the compliments of 
Windsor House. 

Chairman of the judging committee for 
the contest was R. C. Kash, editor of 


DISPLAY WORLD. 


Louis; 
Fred 





Rapid Progress Reported 
By New Display Firm 


“Swamped with a landslide of orders” 
during the first few weeks in business is 
the report of The Perles Company, Inc., 


853 N. E. Second avenue, Miami. The new 
display firm was founded and is operated by 
M. A. Perles, for the past 15 years display 
director and coordinator of design for the 
108 stores of the A. S. Beck Shoe Company. 
Representing a number of well-known dis- 
play manufacturers, the firm offers a variety 
{ services. Display director of the com- 
pany is John H. Neale, formerly with the 
display department of H. P. Wasson & Co., 
Indianapolis, who has a= staff of display 


specialists working under his supervision. 





Johnson Heads Display 
At Brown Company 
Following the resignation of Elmer B. 
Castle as display director for John A. Brown 
Company, Oklahoma City, A. W. Johnson 
las been appointed to the post. He had 
wen in charge of interior display for the 
‘ompany during the past five years. Castle's 
resignation was due to his desire to estab- 
lish his own display business. 
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“PAINT WITH LIGHT”. 
Bring the Theatre to the Sidewalk! 


DISPLAY MEN 


window displays. 
















put Century stage lighting equipment to work for your 
All the 


Here is Light 






Each display becomes a ‘stage for selling’. 





dramatic, arresting power of the stage is at your command. 


















Shade and Color; instantly flexible for creating 
e@ Eye-compelling contrast @ Plasticity of form 
e Colored background @ Colored shadows 
@ Atmosphere and Accent @ Chromatic colors 
WELCOME TO DISPLAY MARKET WEEK JUNE 24-28 
at 49th St. Visit our showroom. See a demonstration. Work it vourself! 





SEE CENTURY’S ‘Paint with Light’ windows at John David’s new store. 5th Ave.. 






CENTURY Lighting Equipment is ENGINEERED Lighting Eqmpment 






LIGHTING INC. 


NEW YORK CITY 19, NEW YORK 


CENTURY 


419 WEST 55TH STREET 
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RELIEF-DISPLAY -FORMS 


DURING JUNE MARKET WEEK TILL 8 P.M. 
In Our Showroom: 300 West 43rd St. cor. 8th Ave. O10 





















GIANT SCARECROW No. 122 


An unusually smart and novel scare- 
crow—sturdy plywood construction 
—3 dimensional—covered in gaily 
patterned fabrics — rustic colored 
wood base and fence with Fall 
leaves. 


SIZE 50" x 4' 


$18-95 ca. 
- RIS-ART DISPLAY CO. 


296 East 149th Street Bronx 51, N. Y. 
@ CREATORS @ MANUFACTURERS 
e DISTRIBUTORS 


“EVERYTHING FOR DISPLAY" 








“We've Done It-- 
and We're Glad” 


We supplied your dealers with 


REFRESH 


and your demand from those dealers assures 
us more and more Displaymen are getting 
acquainted with the UNEQUALED qualities 
of Display’s most EFFICIENT and RELI- 
ABLE manikin cleaner, Refresh. 


Refresh is made of modern harmless chem- 
icals by a reputable chemist, thus guaran- 
teeing to you a superior cleansing agent 
without sacrificing the safety of your 
expensive manikins. 


Be SAFE Be SURE 
Use 


REFRESH 


$1.25 Qt. 
Everett M. Bridge 


Be SMART 








991 Main St. Buffalo 3, N. Y. 


MANIKIN REPAIR SPECIALISTS 








visit 


Stillman ART DISPLAYS 


354 W. 42nd St., N.Y.C. 18 


When in town 


Exclusive 5th Avenue Displays 


off ORIGINAL PRICE 


from 4 to %4 
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Fashion Guild Winners 


IRST prize in the national window dis- 
sponsored by the Men’s 
Fashion Guild of New York has been 
awarded to Clement Kieffer, Jr., display 
director of The Kleinhans Company, Buffalo, 
it is announced by David A. Church, presi- 
dent of the Guild. Estimated at approxi- 
mately $750 in value, the award consists of 
a complete wardrobe of men’s luxury ap- 
parel, including a pure cashmere overcoat. 
Kieffer’s display entry, seen above, fea- 
tured blended ensembles of Men’s Fashion 
Guild apparel under the caption “Close 
Harmony.” The musical theme was carried 
out with a metal notes in the 
background, through were threaded 
neckwear and accessories. 
Winner of the second prize wardrobe was 
Armand C. Raining of Boyd's, St. Louis, 


play contest 


scale of 
which 


—Above is the first prize winner, by Clem 

Kieffer, Jr., The Kleinhans Company, Buffalo. 

Below, second prize went to Armand 
Raining, Boyd's St. Lovis— 


whose display is shown below, and _ the 
third prize wardrobe went to Henry F. 
Callahan of Lord & Taylor, New York City. 

The competition, conducted during the 
month of April, brought entries from men’s 
wear display directors throughout the 
country. Eligibility for the awards was 
confined to retail stores featuring the gray 
and yellow spring color theme of the Guild. 

A committee of four prominent men’s 
fashion authorities registered their choices 
at a meeting in the Ritz-Carlton Hotel. 
Judges were: Bert Bachrach of Pic; Henry 
Jackson, Collier’s; O. E. Schoeffler, Esquire, 
and H. J. Waters, Men’s Wear. 

Entries from the following displaymen 
were singled out for honorable mention: 
W. A. Morton, Wallach’s, New York City; 
Alex Demey, Roos Brothers, San Francisco; 
Jesse J. Whitley, Thalhimers, Richmond; 
I. Heiser, L. Bamberger & Co., Newark: 
L. J. Mellert, Halle Brothers, Cleveland, and 
John Flotten, Phelps Terkel, Los Angeles. 
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ODA NEWSNOTES 
[Continued from page 82] 

land, Jack Cameron and Grant Orbin, Stern- 
Mann Company, Canton, did the judging. 
Winners were Bill Campbell, Donnefeld’s, 
Dayton, $100.00; Maury L. Sultan, $75.00: 
Shirley Stein, Stearn’s, Cleveland, $50.00; 
C. M. Shrider, A. E. Starr Company, Zanes- 
ville, $25.00. Five prizes of $10 each went 
to Cogswell Cromwell, The H. & S. Pogue 
Company, Cincinnati; Joe E. Vent; Frank 
Collins, The May Company, Cleveland; K. 
Hildredth, formerly with the Stern-Mann 
Company, Canton, and FEF. A. Osterland. 

Honorable mentions were given J. J. Zettle, 
M. O'Neil Company, Akron; E. Hadjak, 
Sears, Cleveland; E. A. Osterland; M. L. 
Black; William Wertz, Robinson - Schwen 
Company, Hamilton, and Greeno De Cresie. 

Election of ODA officers and directors 
resulted as follows: president, Joe E. Vent: 
first vice-president, Lloyd Jensvold; second 
vice-president, M. L. Black; third vice- 
president, M. L. Sultan; secretary, C. H. 
Fadem, Lyon Tailoring Company, Cleveland, 
and treasurer, J. Zealor. 

Directors: E. A. Osterland, 
J. C. Nichols; Grant Orbin; Greeno De- 
Cresie; H. C. Walker, Walker Display Serv- 
ice, Findlay; P. J. Westland, The Hub Com- 
pany, Steubenville, and F. W. Collins. 

\uxiliary committee: Cogswell Cromwell ; 
C. M. Shrider, and R. D. Fenton, The Dis- 
tillata Company, Cleveland. 

C. H. Fadem was elected for a life term 
as managing director of the ODA. 


chairman; 


Exhibitors showing were Tray - Ware, | 


Cleveland; Pribil Display, Cleveland; Ad- 
vertising Displays & Decorations, Cleveland ; 
Standard Displays, Detroit; Rappaport 
Studios, Cleveland; Sherwin - Williams, 
Cleveland; Switzer Brothers, Cleveland; 
Grover Displays, Cincinnati; Leroy Fryman, 
Dayton; W.C. Hurlock, Philadelphia; Great 
Lakes Distributing Company, Cleveland; 
\nkerum Company, Philadelphia; Superior 
Pextile & | Display, Cleveland; Dorothy 
Lynch Studios, Baltimore; Doerr & Asso- 


ciates, Portsmouth; The Morgan Company, | 


Chicago; Levy Fixture Company, Akron; 
Gallo Studios, Cleveland; House of Plastics, 
Cleveland; C. E. Burt, Harrisburg, Pa.; 
Jack Cameron; Ohio Art Materials Com- 
pany, Cleveland; Mike and Dick Schenke 
Studios, Cleveland; Charlotte Thomas 
Studios, Cleveland; Ohio Displays, Cleve- 
land; Roger-Bennett Studios, Cleveland; 
\merican Decorating Company, Cleveland; 
Liggett Displays, Akron; State Displays, 
Cleveland, and Price Display Studios, 
{ anton. 





Drawing Made Easy 
By New Instrument 

\ new optical instrument called the 
\rtiscope” has been announced by Beeler 
North Hollywood, California. 
\ccording to the manufacturers, the device 
nables anyone to draw anything he can 
ee. It attaches to a table or drawing board 


enterprises, 


ind transposes the object or scene viewed 
o the drawing paper. An erect image, in 
ull color, is shown and can be traced and 
olored by the person using the “Artiscope.” 
xesides being useful for professional artists 
ind displaymen, this new instrument is be- 
ieved by the makers to be ideal for develop- 
ng artistic talent. 
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THEY ARE WINNERS! 
ALL LUCITE BRASSIERE STANDS 


ey a ae 


Thick Base, 4%” Rod, 


” High, Complete with 2 Busts. $8.10 each 


SY a Sar 


Thick Base, 4%” Rod, 


2 High, Complete with 3 Busts $11.50 each 


. 254-6” x 6” x ¥” 


Thick Base, 4” Rod, 


24” High, Complete with 4 Busts $15.10 each 


it —~mr ni 0 








THE FIXTURE MART - 


INC- 


MANNEQUINS—DISPLAY FIXTURES—SHOW CASES 


314 W. Jackson Blvd. 


Chicago 6, Ill. 








@ Natural Prepared Foliage in 
Natural Effects and Colors 
e Wreaths 


13th & CALLOWHILL STREETS 


JOBBERS! 


WHEN IN NEW YORK FOR THE SHOW, PLEASE 
INSPECT OUR 


FALL and CHRISTMAS 


LINES OF 


New York Showroom 
225 FIFTH AVENUE, SIXTH FLOOR 


RICE-BAYERSDORFER CO. 


We Are Manufacturers 


@ Barks 
@ Sprays and Flowers 


PHILADELPHIA |, PA. 








REDIKUT LETTERS 


Die Cut Cardboard Letters 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE. REDIKUT LETTER CO. 


2902 W. 76th St. Los Angeles 43, Calif. 








USE THIS 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 








holland 


Reliable Dutch firm in 


Zi 


] 


Amsterdam would like to 
represent American firms 
Vv ‘ : 
dealing in display articles 
of all kinds Buying on 
our own account 
By our organization you will reach 
every possible client in Holland 


Please write by air mail to 


BOSCH & WESTERLOO 


Kloveniersburgwal 42, 
AMSTERDAM, HOLLAND 
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| Cincinnati Firm Develops 


| Mew Steuk Si 
The RYTAA Dream IDNA A ve Made Of | ee in a wide range 


| wording to apply to practically any type of 


| business are being offered the display fie! 
| for the first time by the Ohio Advertising 
| se 
| 

| 

| 


The softest and silkiest spun glass made. In white and twelve breath- 


taking colors. | Makes stunning beach and summer wear displays. 


RADIANT GLASS FIBERS CO. 


208 EAST 27TH STREET NEW YORK 16, N. Y. 





Welcome! 
DISPLAY MARKET WEEK 


JUNE 24-28 
Hotel New Yorker — Rooms 732 - 733 


See Our Complete Line of Display Decorations Featuring 


Display Company, 1216 Jackson street, Cin 


PINE and XMAS NUMBERS Ge tab ee ee 


fraction of the cost for neon signs. 


1405 DOUGLAS ST. The signs are designed for use by re 
O a T M A N N S OMAHA 2. NEBR. tailers in windows and various departments. 


Fluorescent lamps are used in conjunction 











with a streamlined metal box; copy. is 





screen processed on. glass. Twenty-four 


| hour shipment is promised. The units are 
rd % TURN TO PAGE a} complete, ready for plugging in to any 60- 
9 < 


| cycle current outlet. Exclusive territory is 


e 
for the most profitable offered display firms in the order in) which 


RELIEF-DISPLAY-FORMS CMR Earhiite | jriications arc nee 


DURING JUNE MARKET WEEK TILL 8 P.M. ever offered! | Plastic a Or Clear 
In Our Showroom: 300 West 43rd St. cor. 8th Ave. | For Light Control 








Black polished “Louverplas,” a_ plastic 
sheet with jet black louvers and clear trans- 


Special mx. While They Last! | parent spacings fixed in juxtaposition, is 


being recommended by the Ivan T. Johnson 


PROXYLIN COATED WASHABLE ior co a ile ore 


cording to the angle from which the surtace 


of the “Louverplas” is viewed it appears as 
being jet black, due to the louvers over- 
lapping each other, or as a transparent sheet 


having hair-lines. The black louvers con- 
Available for imme- ceal light sources, which can not be seen 


Ce & oO RS diate delivery. 37" .6 from normal viewing positions. Samples 
FROST WHITE and 39" widths. Mail 12 aa ROLL and literature are available on request. 


coupon for yours to- 


ROYAL BLUE 100 Yard Roll Quantities — 49.50 Roll woe enerngtge 
EMERALD GREEN Of Heart Attack 
CORONET RED ART R. COHEN CO., 810 Penn Ave., Pittsburgh 22, Pa. | John Pollari, formerly of Chicago and 


SUNSET ORANGE Send Proxylin Leatherette indicated immediately more recently with the display department 
ENCHANTING EGGSHELL of The Bon Marche, Seattle, died of a heart 
CHARTREUSE Color No. Rolls... Color No. Rolls attack recently. The body 


CORAL ROSE Color Ne: falls... eler No. Rolls Duluth for interment. ae 
While in Chicago Pollari was with Charles 


ARTR COHEN C0 FIRM NAME \. Stevens Company, and at one time was 
s s . , ’ , ° 


ADDRESS with McKelvey’s, Youngstown, Ohio. He 
810 Penn Avenue 


was the twin brother of Jack Pollari, dis- 


Pittsburgh 22, Pa CITY play director at Madigan Brothers, Chicago 
4 Cheek: aiiennd. “] Send bill who is also correspondent in that city for 
om DISPLAY WORLD. 


was flown to 
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JUNE, 1921 


The Chicago Association of Display Men 





vas formed with a membership of 62. These 
ifticers were elected: president, Allen Kagey, 
Mandel Brothers; vice-president, J. Duncan 
Williams; secretary, Howard Oehler, Wie- 
boldt’s; treasurer, Harry Davis,  Roth- 
schild’s; directors, J. E. Tannehill, Carson 
Pirie Scott & Co., and William McCormick, 
The Boston Store. 

Kighty-two attended a dinner of the Dis- 
play Managers’ Club, New York City. Jer- 
ome A. Koerber, display director for Straw- 
bridge & Clothier, Philadelphia, was guest 
of honor. 

Jack A. Hybarger, former tree-lance in 
the South and Southwest, joined Tankel & 
Bauer, Inc., Alexandria, La., as display 


manager. 


JUNE, 1936 
The 39th annual convention of the Inter- 
national Association of Display Men was 
held at the Netherland Plaza hotel, Cincin- 
nati. Glee R. Stocker, Wohl Shoe Company, 
St. Louis, was reelected president of the 


reanization; other officers named were: | 


first vice-president, J. W. Teter, MecAlpin’s, 
Cincinnati; second vice-president, Everett 
W. Quintrell, The Elder & Johnston Com- 
pany, Dayton; third vice-president, T. Wil- 
lard Jones, Phelps Shoe Company, Shreve- 
port; treasurer, Frank G. Bingham, Robert- 
son Brothers, South Bend; executive secre 
tary, Syl Rieser, St. Louts. 

George H. Wagner, George B. Peck Com- 
pany, Kansas City, won both the sweep- 
stakes and grand prize in the convention's 
display photograph contest. 

Phe Southern Display Men's Association 
met in Cincinnati in conjunction with the 
[LAIDM convention. 

Harve Ferrill resigned as president of 
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CHROME PLATED EXTENSIBLE 





-— 
ee . 
17—GARMENT TOP = 


TO—HAT TOP 


=-3 
When ordering, a ttl. Kitim 


specify tops want- 
ed and heights of 
stands. 


114—WOOD COLLAR TOP 





¥ 


TI9—TEE TOP (15 Length) 





13—HOSE TOP 


MI—METAL STANDS. Quality chrome extend- 
able stands complete with any of the above 
tops. Beautiful chrome finish with 44" base 


with black disc insert. 
Size 10/20 and 15/30. Per doz. $22.50 


MIT2I—TALL DRESS STAND to match MI has 
8"' base. 36/72 extension. Each $4.50 


OTHER STYLE TOPS AT SLIGHTLY HIGHER PRICES — WRITE FOR CIRCULAR MATTER 


THE HECHT FIXTURE CO. 


212 S. FRANKLIN ST. CHICAGO 6, ILL. 


| 
| 


Creative Displays, Inc., Chicago, to form | 


Harve Ferrill & Co., in the same city. 

The Window Display Syndicate, display 
installation organization with headquarters 
in Milwaukee, was formed with A. S. Hau- 
gan as president. 

C.B. McKee, Smith-Winchester Company, 
Jackson, Mich., won first prize in the na- 
tional display contest conducted by Gris- 
wold Manufacturing Company, Erie. 

Stanley MacDonald became display man- 
ager for the Hennessey Company, Butte, 
Montana. 

\ $50 prize offered by the Chicago Display 
Club for the most new memberships turned 
in by a member of the club was divided 
between two who tied with 16 each. They 
were Jack Kloesterman, Commonwealth 
Kdison Company, and Ollie James, Wie 
boldt’s. 

Katz Drug Appoints 
Fred Walker 

The appointment of Fred W. Walker as 

display director tor the Oklahoma City store 


of Katz Drug Company has been announced | 
by the firm’s headquarters in Kansas City. | 


Walker has been employed by Katz for nine 
vears In various Capacities. 
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METALLO BOARDS 


‘NAT? MAT’ 


Crenuine Foil Lined Cardboards 


Available now in moderate quantities, 14 ply 26x44”. 
Order from your “‘Nat-Mat’’ dealer today! 


NATIONAL CARD, MAT & BOARD Co. 


MANUFACTURERS 
4318-36 CARROLL AVE., CHICAGO 24, ILL. 
ALLIED MILLS — LOS ANGELES, CALIF. — PETERBORO, ONT., CAN. 



























FALL 
FOLIAGE. 


PRESERVED 


OAK LEAVES 


Green, Wine and Brown 


PRESERVED 


MAGNOLIA 


In Fall Colors 
DRIED FIELD BOTANICALS 


ARTS and FLOWERS 


43 W. 56TH STREET 
Near 5th Ave. 


NEW YORK CITY 19 











Henry's C2 pny of 


PLASTIC HANGERS 
for DISPLAY 


“We make the better Hanger 
For the better Merchant” 


12" Size 
“KIDDIE HANGER” 


14!/," Size 
“JUNIOR HANGER" 


THE BEST 
HANGERS 


MADE 17” Size 


“LADIES HANGER" 


A Hanger of Superior Quality 


“THE HANGER KING” ° 


HENRY HANGER CO. of AMERICA 
450 Seventh Ave. N. Y.1, Dept. DW 


Pioneer of Plastic Hangers 


| 
| 


DISPLAY WORLD 


BRILL'S GOES CALIFORNIA 


[Continued from page 57 


customer upon entering Brill’s sees ledges 
of Spanish tile jutting out over clothing 
bins. Chartreuse, the basic color of. the 
tiling, has been sprayed with a deeper green 
and a glowing orange, giving an iridescent 
effect—one of reflecting the California sun- 
light and landscape. Spanish moss is draped 
over the tiles; bright gourds hang from 
them. 

The tile motif has been used throughout 
the that the customer feels he 
could be wandering through Olvera 
in Los Angeles—or through the streets of 
a remote Mexican village in the California 
mountains instead of through a retail cloth- 


ing store. 


shops, SO 


street 


Display niches and wall showcases in the 
shops are done in terra cotta. Palmettos, 
fish nets, Mexican hats and woven circular 
mats, cut-out fish, South-of-the-border figur- 
ines, and gay-hued birds are used as decor, 
lending the touch of authenticity, 
yet never from merchandise 
displays. 

The center ledge on the first floor has 
been used sportswear display, the 
merchandise in California golds and blues. 
\ hibiscus bush, with its bright, oversized 
blossoms, provides a backdrop for this eye- 
catching display. 

Bust forms in the men’s clothing depart- 
ment rest on serape-striped throw pieces on 
occasional while the woven hemp 
chairs in the same department are painted 
a soft The mannequins in 
the ladies’ portion of the California shops 
Mexican dirndl 


desired 
distracting 


for a 


tables 


lemon yellow. 


are dressed in voluminous 
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skirts and peasant blouses, bright with br: 
and “paisano” touches. 

The elements of romance and “quaintnes 
which every Mid-Westerner associates wi 
romantic California are caught in the mir 
ature latticed shutter casements mount 
on walls, on the supporting pillars in t 
stores, and over the ventilators (an ingenio 
way of camouflaging these traditional hea: 
aches of a displayman.) The casemen 
are done in iridescent greens, blues, an 
oranges, again blended to give an illusi 
of reflecting the sunlight and natural color 
of the California terrain. Each casement 
has a tile “roof” on it; some of the shutters 
are open to disclose cacti in brick red 
flower pots, while others show their cacti 
on little ledges which jut out from the base 
of the casement. 

The romance of Old World Spain which 
much a part of the contemporary 
California perhaps best captured 
in the men’s clothing and boys’ departments 
on the second floor. Wall panels have been 
transfigured into hand-painted murals, exe- 
cuted in the lusty style so reminiscent of 
Diego Rivera. The murals give glimpses 
of purpled mountains, red roofed Spanish 
missions, the rich blue of Pacific waters. 
Particularly effective among these murals 
is a scene which gives the illusion of being 
glimpsed through an open arched window. 
The feeling of perspective is excellent. 

The color, the decor, the vivacious spirit 
of California ... nothing is wanting in the 
way California been brought to Mil- 
waukeeans through the medium of Brill’s 
California shops. Thomas has deftly created 
an outstanding setting for a successful pro- 
motion of California merchandise. 


1s sO 


scene 1s 


has 


Remember Back When 


... this group of West Virginians made up the Charleston Association of Display Men? The 


time was 25 years ago and Homer Seay, still active in display, was president of the organiza- 
tion. Among those in the picture are Homer Seay, J. E. Hancock, Morten Hoffstadt, William 
Eberly, Jack Epstein, M. C. Nelms, A. Grace, J. R. Clark, H. Mickelson, Don Burdette, A. A. 


Watts, 


H. H. Hoke, Robert Smith, Jesse Gates and C. |. Coffey. 


Several others are not 


identified— 
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Display Factors 


iiaies 4 Attend UJA Dinner — | | DD ti 3/, 
es with Numerous representatives of the display | PAMALLC 4 . 


© mini- industry attended a dinner the evening of 

iounted May 23 at the McAlpin hotel, given by the | 

in t Signs, Displays and Supplies Division of | LW 2s 
genious the United Jewish Appeal of Greater New | tre Mannequin 

1 hea York. Chairman of the displays division is | 

ements Joseph Maharam, Maharam Fabrics Cor- 

s. and poration, with co-chairmen Murray Gold- 

fusion smith, M. Goldsmith & Co., and Max wtih DETACHABLE ARMS 
tilings laharam, also of the Maharam firm. | 

sement Display factors on the executive commit- 5/6” TALL 
hutters tee are: display fabrics, Joseph Maharam; 

sk ‘ted jewelry displays, Harry Nadler, Morel ~~ June 22-29 


Manufacturing Company, Inc., and Edwin 


r cacti : : : 
~~ | reed, Edwin Freed Displays; display ma- 
terial manufacturer, Arnold Janowitz, Allied 
— ¥ av ¢ re — Ww +3 ¢ « . 
which Display Materials, Inc.; exposition displays, 


Leshe Levi, Ivel Corporation; mannequins 
and display fixtures, Herman Goldsmith; 
Hyman J. Finkelstein, Best Display Forms, 
Inc.; George Messer, Display Equipment 
s. exe- Corporation; Harry Konikoff, Equipment 
ent of Corporation of America, and Max S. Mayer, 
The Greneker Corporation; special process, | 


porary 
iptured 
‘tments 
ve been 





For Display Drama! In any color, with wood base 
and contrasting flower trims. Spotlight her in lingerie, 
swim suit or playsuit. Also available in wire sculp- 
ture are 26" ballerinas; 26'' abstract trees; 19", 22" 
and 28" head forms for displaying millinery, jewelry, 


limpses | scarfs, etc. 
spanish Gustave Rubner, “Gustave Rubner, Inc.; | 

owers ¢ feather Sac select Ar 
waters. flowers and feathers, I. Sachs, Select Art 


Flower Company; silk screen process, Joseph 
Grossman, Masta Displays; background, 


murals 
. being 





Hotel New Yorker During Display Market We 






















a te \rthur Cohen, Decorative Displays. CREATIVE 
t. - DISPLAYS : 
- , s 
hag Detroit Club Honors " 
In the . ~ 
Roy Heimbach - 
) Mil- ‘ i - . - 5 
Brill’s At its election of officers for the ensuing a 
“one year, the Detroit Display Club selected Roy S 
11 pro- H. Heimbach for the presidency; he is dis- 
play director for the Michigan Consolidated 
(sas Company and has been an active mem- 
ber of the group for many years. 
Named to other offices were the following: | ° 
rst vice-president, Walter Grover, J. | | Why Wait 6 Months ... or Longer 
Hudson Company; second vice-president, | 
Fred Anderson, Kline’s; third vice-president, | 
The Harry Weaver, Demery’s; fourth  vice- | When You Can Get 
niza- president, Frank E. Whitelam, R. H. Fyfe | 
liam Company; secretary, Jean Neville, Grinnell 


" Brothers, and treasurer, Charles Ely, Ely 


Soo |) Weens Dpniver 


Milliron's Window Display 





Anthony B. Gloff has joined Milliron’s On our distinctive and modern 
Department Store, Los Angeles, as window | , : - , 
display manager. He was formerly display Women Ss, Men's and Children $ 


manager for Roos Brothers, Oakland, and 
more recently with the store planning divi- 
sion of the Goodyear Tire & Rubber Com- 


| 8 
pany’s Western division. 
Laurence Hartnett, who has been with 
\lilliron’s for some time, will direct interior 


isplay. 

' ne JUNE MARKET WEEK .. . We especially invite you to visit us 

Library Of Paintings 

Available For Display at our showrooms and at the Hotel New Yorker, June 24 to 28, 
Two enterprising young ladies in New Rooms 544 and 545. 


ork City, Ruth Butler and Eleanor Sadow- 
ky, have established the New York Circu- 


iting Library of Paintings, with art by 
uch individuals as Utrillo, Degas, Walt 
\uhn, Jon Corbino and Thomas’ Eakins | + e 


vailable for display purposes on a rental 
asis. Rental fees are based on the evalua- 
on of the painting involved; approximately 257 Ww. 17th STREET NEW YORK CITY 
00 canvases make up the collection. The 
rm is located at 51 East 57th street. 
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OPEN HOUSE 


New York Market Week 
JUNE 24-28 


EVE BRUESER STUDIOS, Inc. 
AND 
GRIMES DISPLAY SERVICE 
22-24 WEST 38TH ST. 
NEW YORK 18,N.Y. 
CREATORS AND MANUFACTURERS OF THE UNUSUAL 








112 CHARLTON ST. 





Something New in Paper 
WATERPROOF — WASHABLE — SCUFFPROOF 
6 Beautifully Brilliant Colors 
Ideal for: Counter and Shelf Linings, Wallpapering, etc. 


In Stock: 26'' wide—Rolls, 25 ft., 50 ft., 100 ft. Sheets, 26x 20 and 26 x 40 
WRITE FOR SAMPLE SWATCH 


SHOPSIN PAPER COMPANY 


Manufacturers and Converters of Paper and Cardboard 
WoOrth 4-6038 


NEW YORK 14, N. Y. 





DIRECTORY PANELS 


with interchangeable slides 


~~ WOMENS SHO 
@ COTTON DRESSES 
@UuNGERE 
HOSIERY > 
FLOOR COVERING >. 


MUSIC DEPARTMENT & 











IN WALNUT OR MAPLE 
also in Colors 
Standard Size 24 «x 36 
Special Sizes to Order 


INTERIOR STORE SIGNS WOOD LETTERS 


Disptay Crart 


963 LAKE DRIVE S.E. GRAND RAPIDS 6 MICH. 





BIRCH POLES 


e CEDAR POLES 

e CEDAR SLABS 

@ BIRCH BRANCHES 
e BIRD HOUSES 

@ RUSTIC DISPLAYS 
e BIRCH DISPLAYS 
@ RUSTIC FURNITURE 


RUSTIC FURNITURE CO., Inc. 


“Parkcraft”’ 
Phone 68 Day— —Night 147 
WILLIAMSTOWN, N. J. 











SCROLL-TEX PEBBLE-TEX 


13 colors and white 6 colors and white 
26” x 40” 254.” x 30,” 


Sold by leading display jobbers. 


W. C. HURLOCK 


4105 Taylor Avenue Drexel Hill, Pa. 





ePlease Mention DISPLAY WORLD 
When Writing Advertisers 
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I believe that the following informatio 
worth publishing, since I have found some 
confusion among display managers and dis- 
play distributors regarding the payment 
sales tax on display materials. The follo 
ing information will save money for so: 
and it will clear up a legal point for oth 
and perhaps serve them in a claim for ¢ 
emption from tax in case it is un- 
justly imposed. While the comments apply 
specifically to Ohio, it is probable that some 
other states imposing retail sales taxes will 
make or have made a similar interpretation. 

This information is based on discussions 
with a Mr. Bokenkotter, of the Ohio State 
Department of Taxation, Room 811, Temple 
Bar building, Cincinnati: (1) No sales tax 
need be charged on the sale of display equip- 
ment or material when its ultimate i 
to assist in the advertising and sale of 
merchandise on which a tax will be 
(2) Rentals are considered in the 
category as for tax purposes. 
(3) If display material is sold or rented for 
conventions, banquets, etc., sales tax should 
be added since this does not directly assist 
in the sale of retail merchandise. (4) No 
tax is imposed when the product purchased 
The tax is retail—not whole- 
sale—and not intended to be collected twice. 

I suggest that DISPLAY WORLD accept 
tax inquiries from subscribers, 
these inquiries could be referred to, 
answered officially, by Mr. Bokenkotter. 

I appreciate the advice and cooperation 
you have given me and am very gratified 
with the results obtained since the publica- 
tion of my first advertisement in the May 
issue of DISPLAY WORLD.—Glenn_  E. 
Hanaford, manager, Foil-Rol, Cincinnati. 


sales 


use 158 


sales 
collected. 


same sales 


is for resale. 


and 
and 


sales 


It is commendable that were able to 
bring out such a full May issue at this time, 
representing the spirit of the entire display 
field as Market Week is approaching. 

May we congratulate you on your fine 
contribution to the advancement of our in- 
dustry and you of our 
support in this direction—Arnold Janowitz, 
president, Allied Display Materials, Inc. 
New York City. 


you 


assure sincerest 


DISPLAY WORLD has just arrived and 
I want to compliment you on the splendid 
issue; 160 pages of information is really a 
top value—and you are deserving of the 
plaudits of every displayman in the country. 
—Clement Kieffer, Jr.. The Kleinhans Com- 
pany, Buffalo. 

For the past five years I am a constant 
reader of DISPLAY WORLD, and a report 
about “Display in Colombia” in the March 
issue has read with interest. I feel 
that you surely will be interested to know 
a little more about display in this country, 
and therefore beg to keep your readers in- 
formed that there still other vers 
skilled foreign and national artists working 


been 


are 
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Attention! 


Displaymen and 
Signwriters 


Now in Stock 


Satin-Finish Super White Litho- 
Lined Display Boards carried in 
sizes 





28x44—14 ply 

28x44—70 pt. (22 ply) 
28x44—80 pt. (25 ply) 
28x44—90 pt. (28 ply) 
40x60—14 ply 

40x60—80 pt. (25 ply) 
40x60—90 pt. (28 ply) 

now as suppl 


Place your orders 
is limited. Jobbers inquiries invited. 


MURRAY TOLL 


Mfrs. & Mill Agents 
Cardboards of all Descriptions 


1201 JACKSON STREET 
PHILADELPHIA 48, PENNA. 
Phone: Fulton 2078 and 2011 

















TURN TO PAGE 33 


. . . for the most profitable 


money - making opportunity 
ever offered! | 














iiready for years in the display field here 
some doing free-lance work, others 
irking on a contract basis for leading 


stores. I, myself, went to Medellin on 
ecial contract at the early date of Feb- 
ary, 1942, to take over as display director 
the just remodeled department store of 
e of the most leading firms in Colombia: 
\lmacenes Ley Ltda.,” with more stores in 
principal cities of Colombia. Nearly all 
our stores have individual subscriptions 
DISPLAY WORLD. It was then for 
‘ first time that the city of Medellin made 
juaintance with a modern store with open 
unters and a very scientific and artistic 
ganization of window and interior display. 
| have been the first professional display- 
in doing display work for a store of that 
nd at all in Medellin. I had to handle 
1 windows and to do from large posters 
d paintings for backgrounds down to 
unter cards and the tiniest price-tickets 
thout benefit of help I always like 
out theme in my windows. 
not at all over-crowding windows 
th merchandise, but on account of a 
variety of our merchandise, 


s 


carry some 


am 


ater win- 





| dows have to represent the individual char- 


DISPLAY WORLD 


acter of our store. It may be of general 
interest to know that we are importing from 
the United States display fixtures amounting 
to 15,000 Colombian pesos. 

At the time this is written I am doing dis- 


play work in another recently remodeled 
store in Bogota, the capital of Colombia. 
On account of the greater importance of 
our principal store I have been sent over 
to Bogota to direct display here. I am 
deeply interested to design good window 
display that will stimulate enough interest 
in the merchandise displayed. At last I 
beg to point out that my range of artistic 


work includes pen and ink, showeards, signs, 
lettering and figure drawing (all free-hand), 
paper sculpture work, backgrounds, and 
installation. In short, an all-around work 
... 1 hope that these few lines will give to 
the readers of DISPLAY WORLD a better 
understanding of what we are doing 
in this South American country.—Werner I. 
Ilmann, Almacenes Ltda.. Bogota- 
Medellin, Colombia. 


here 


Ley 


Last November I placed an order tor 
DISPLAY WORLD, and I feel that I must 
and congratulate you on publishing 
marvelous magazine. We in this 
country have nothing to compare with it, 
and after the dull wartime windows and 
empty stores in this country, vour magazine 
came as a tremendous revelation to me, 
showing as it does practically every aspect 
of display. Indeed, although I am proud to 
be an Englishman, it almost makes me wish 
I had been born in your wonderful country. 
You may rest assured that I will certainly 
renew my subscription time and time again. 

I would be obliged if you could put me in 


write 
such a 


touch with a pen-friend in your country, 
either sex about 19-25 years of age; they 
need not be in display or commercial art, 


but with just general interests in life, ete.— 
F. Edgar, studio and display manager for a 
Hillcrest, 1 Man- 


Heath, Surrey, 


group of five companies; 
chester Thornton 
England. 


Road, 


[I am sure that if every displayman would 
turn the pages of every issue of DISPLAY 
WORLD and study and absorb each photo- 


graph thoroughly, then read and_ re-read 
each issue, and file them away for future 
reference, there would be more and_ better 
displaymen to build up the great display 


profession. 

Then these displaymen 
valuable to their employers, as well as 
advancing display as the advertising 
medium for the retail merchant.—R. L. Pax- 
ton, Shudde Brothers, Houston. 


would be more 


best 


I want to say that you are doing a splen- 
did job in making DISPLAY WORLD a 
very necessary bit of inspiration to any 
progressive displayman. — FE. W. Samsel, 
The Young-Quinlan Company, Minneapolis. 


Kindly send me several subscription blanks 
to DISPLAY WORLD as several of the 
decorators in the department and I are 
interested in having our own subscriptions. 


—Sam Sofnis, R. H. White's, Boston. 
































6 
SIDE VIEW 


“Papier Mache” Men’s, Women’s, and Children’s 
Forms made by hand by experienced Mannequiz 


Manufacturers. Finished in Papier Mache or Maa- 
nequin composition. Price list and description sent 
on request. 


NATIONAL ART STUDIO 


Subsidiary e 
NATIONAL MANNEQUIN MFG. CO. 
308 South Market Street Chicage 6, Illineis 








VEW ITEMS 


in papier maché display units — 
combinations with natural cedar 
and foliage. Visit our showroom 
while you’re in New York for the 
show. 

JOBBER INQUIRIES INVITED 


PACCO DISPLAY CO. 


325 BROOME ST., N. Y. 2 


Pacco Display Co., 325 Broome St., N. Y. 2 


Please send me photographs and de- 


scriptions of your display units. 

Name i ‘an 
Title ‘ 
Store — ai 


City 


























































“PLAID SCHOOLHOUSE 


Unique display prop for your ‘“Back-to- 


School” promotions bright orange and 

green plaid paper covered schoolhouse with 

bark roof... green cord, bell, green wood chip 
base included ... 43” x 35’ x 16”. 


each $ j 0-95 
OSG nc eassciitee 


Second and Massie Sts. 





Portsmouth, O. 


Write for our new Fall Brochure 








Now Ready... aur 


FALL 


Catalog and Display Guide 


. . . showing hundreds of new 


ideas, fixtures and accessories 
Write for your copy today 


MARCUS 


Window Display Service, Inc. 


112 Lincoln St. Boston II, Mass. 


























DISPLAY WORLD 


PLEA FOR TEAMWORK 
[Continued from page 66] 


marily designed as a follow-through on a 
national advertising program. An unsuspec- 
ting retailer could become so impressed 


with a display that he would find himself 
placing an order for more merchandise than 
sales possibilities warranted. 
Certain work with the 
selling the retailer all the goods they pos- 
sibly can, on the theory that if they don't 


salesmen idea of 


someone else will. An exception would be 
where the salesman is trained as a mer- 
chandising adviser rather than just as a 
salesman, and this might be the case in 


your organization. 

We all know 
that the chain organizations have been lead- 
ing the field through the introduction of 
efficient retail distribution methods. 
more and more independent re- 
tailers are their lead and are 
adopting certain of their streamlined, scien- 


There is another angle, too. 


more 
Every day 
follow ing 


tific methods in order to meet this high- 
powered competition. 
This trend has been reflected to some 


degree in almost every type of merchandis- 
ing institution. moving more 
slowly than others in adopting certain of 
these methods, but the trend is there just 
the same. 

We also know that it 
get these well organized retail organizations 
to use certain types of manufacturer's dis- 
Such organiza- 
have an act of 


Some are 


is more difficult to 


play helps and dealer aids. 
tions now insist that they 
their own and that the display material they 
use must fit into their own store pattern. 

this mean that the field for the 
standard and canned type of dealer display 
down to the efficient 
retailers, the retailers who are not yet 
familiar with the merchan- 
dising methods? In such retail stores it is 


Does 


is narrowing less 


more modern 
not an unfamiliar sight to see a wide assort- 
helps in a 
and 
methods, 


ment of manufacturer's display 


wide array of colors, unusual sizes 


shapes, variety of reproduction 
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quality, etc. But I wonder if these stores 
represent the type of distribution out!«ts 
that are most desirable nation-wide? 

This just means one thing for the maiu- 
facturer or national advertiser: A greater 
opportunity exists for the national adver- 
tiser with this type of retailer who wants 
to learn and is willing to listen to those 
who can help him. So, why isn’t it a good 
idea for the manufacturer to gear his think- 
ing to make the displays fit into the patterns 
of the most efficient retail outlets? And 
why not, through this same plan, help to 
convert the less efficient outlets into highly 
productive selling machines ? 

In other words, give all retailers what the 
efficient retailer wants and will use.  Inde- 
pendent retailers are crying for help, but 
they want practical help—ideas they can use. 
Will the efficient chain stores teach 
them how to compete? I doubt it. 
real opportunity 


more 


I believe that here is a 
for the national advertiser. Why doesn't he 
learn more about the most efficient 
methods and help follow through the sale 
of the product? One of the best ways to 
go about this would be for national adver- 
tisers to work closely with retail merchan- 
advertising and 


retail 


disers, display 
sales promotion managers, and groups such 


as the National Retail Dry Goods Associa- 


managers, 


tion, the National Association of Display 
Industries, and others. 
Learn from men who have the retail 


know-how. Acquaint them with your think- 
ing, too; find the common denominator for 
teamwork. 

Now 
retailer’s viewpoint. I say the efficient re- 
tailer’s viewpoint because the explanation | 
am about to give is not necessarily the one 
you would receive from every retailer in 
the country. Perhaps it is every 
retailer has not carefully analyzed his own 
viewpoint and put it on paper. This just 
more opportunity for the national 
retailer wants to learn 


let's analyze this from the efficient 


because 


means 
advertiser. Every 
more. 







—This is the display which won first prize for Ludwig Stubbs, H. A. & E. Smith, Ltd., in a local 


display contest held in Hamilton, Bermuda, with every store in town participating. 
merchandise, was flown from New York City for tha promotion. 


Special 
The background of the window 


portrayed a local beach; this was done in oils by Stubbs and a miniature reproduction 


appeared on the easel in the foreground— 
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The retailer viewpoint I am to explain 
tt only shows why more teamwork be- 
veen manufacturer and retailer is neces- 
iry, but shows why the planning 
activity must be closely coordinated with 
ie display activity if manufacturer and 
tailer are to achieve their aims. 

We wil! start from the very beginning, by 
nalyzing space—because displays take up 


store 


, 


pace. 


f 


Space costs money; all retail store ex- 
pense can logically be charged against 
space, as this expense represents the money 
that must be paid out to maintain that 
space. This retail store expense represents 
such items as rent, heating, lighting, adver- 
tising, salaries, taxes, depreciation, etc. It 
is overhead expense, the money that must 
be paid out just for the privilege of doing 
business. It not include a retailer’s 
investment in merchandise. 


does 


Every retailer realizes that the 
profit from the sales of merchandise must 
equal his before his net profit 
starts. Retailers who are the most success- 
ful also realize that individual departments 
must produce their share of sales in order 
to justify their existence. To make sure 
that each department pays its own way, they 
make a breakdown of their total expense 
figure and apportion it over the individual 


gross 


expenses 


sales areas. 

To do this, they take into consideration 
the fact that the value of space varies. The 
ront of the store is usually worth more per 
square foot than the back. Display win- 
dows are usually considered the most valu- 
able space in the store. 

I wonder if manufacturers or national 
advertisers have any 
of the.space their displays occupy in terms 
Perhaps it would be 


idea as to the value 
of dollars and cents ? 
a good idea for researchers to gather such 
lata for the manufacturers to consider when 
planning their displays. When know 
the value of space in terms of expense, you 


you 


vill recognize the fact that proportionate 
sales volumes are necessary if departments 
ind displays are going to pay their own 


freight. When your displays are designed 
considering this information, your sales 
representatives will be in a position to prove 


conclusively to the retailer that by using 
vour displays he will increase his own 
profits. 


There is no set formula for the size of a 
display, a department, or a store in its 
relationship to possibilities. It is 
possible for a small departmental display 
many times the volume of 
depending upon the 
the merchandise displayed. 
retailers them- 
business 


sales 


or store to do 
a larger 
possibilities of 
[ point this out because 
selves often feel that to do 
in an existing area, more space is necessary. 
his is not always true; many times only 
a small portion of the potential productive 
display space is being used to full ad- 
vantage. Such departmental displays can, 
in effect, be greatly enlarged by planning 
more efficient use of existing space 

Here, I believe, advertisers would find it 
wise to check their departmental displays 
to see that they make the most of space to 
be occupied. When a retail store planner 
lays out a store or department for sales and 
service efficiency, his objective is a balanced 
plan providing for a maximum amount of 


one, sales 


more 
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productive display space, such as that used 
by display fixtures, and just enough non- 
productive space for aisles, wrapping facili- 
ties, and so on. The non-productive space 
deserves just as much consideration as the 
productive space, but only as it can be made 
to help the productive space function. 
Aisles, for instance, are usually planned to 
be just wide enough to permit an easy flow 
of customer traffic—not too wide, not 
narrow. Certain types of stores with heavy 
traffic require a larger portion of non- 
productive space. The more productive dis- 
play space a store has, the more different 
items can be featured through display. 
Result: More opportunities for filling custo- 
mer’s needs. 

When the retailer knows the total square 
foot area of his 
for any given department, he can divide this 
figure into the total expense figure for the 
department. The answer tells him how 
much gross profit each square foot of dis- 
play space will have to produce in order to 
do its part in offsetting the cost of doing 
When he has these individual 
figures, they can be considered as the value 
of the productive display space in terms of 
expense. 

If researchers would 
available, the 
different types, manufacturers and retailers 
alike would find comparisons both interest- 
ing and rewarding. Both would realize that 
the more productive display existing 


too 


productive display space 


business. 


make such figures 


covering average stores of 


area 
in a store, the less each square foot would 
have to produce in the way of gross profit. 
Both would realize that the more produc- 
tive display areas existing in a the 
more different items could be displayed and 
offered for The best layout 
facilities will expose more items per square 


store, 


sale. store 
foot of selling space, yet these items would 
be displayed in a neat attractive manner, 
not overcrowded. 

I believe that 
clearly illustrated the value of proper store 
planning and why there should be no wasted 


up to this point we have 


space in a store. 

Don’t vou believe a retailer would appre- 
ciate an advertiser's help in store planning 
if it that 
such help would make him a more successful 
merchant ? 


were proved to him conclusively 


Don't you believe that a retailer would be 
glad to feature prominently an advertiser's 
product if the display were 
planned to occupy no than the 


advertiser's 
more space 
sales possibilities warranted ? 

Of course you do; so why isn't it a good 
idea for advertisers 
to store planning in order to bring about a 
closer relationship with retailers? 

Now let's retailer the 
right store layout facilities, but still has the 
job of buying and displaying merchandise 


to give more thought 


suppose our has 


before he can sell it. 

Whether he is buying or selling merchan- 
dise, his plan should be keyed to the same 
general-formula. The merchandise man- 
ager’s objective and the display manager's 
objective are the same. This objective is to 
buy, or feature through displays, what cus- 
tomers want, at the time they want it, in 
the right quantity, and at a price they are 
willing to pay. A good merchandising pro- 
gram not only calls for shooting at this ob- 
jective, but calls for stock turnover. This 
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New! 


LEATHRONBORD 


Reproduction of Genuine Leather 
on 70 Point Water Proof 
Asphalt Board 


No Fuss 


CUTS — BENDS — EASY TO HANDLE 
WASHABLE — DURABLE 
For Permanent or Temporary Displays 
Achieve a Finished Product 
In One Operation 


3 DESIGNS 3 COLORS 


Spanish Red 
Lavant Tan 
Pinseal Black 


Size: 36" x 48" 
$1.25 per sheet 


JOS. E. PODGOR CO., Inc. 


Complete Display Suppliers 
618 MARKET ST. PHILADELPHIA 6, PA. 











Hand-woven crushed 


BAMBOO MAT 


A STRONG, LIGHTWEIGHT, SELECTED 
structural material of unusual texture. 
Washable finish. Good big sheets that adapt 
easily as backgrounds, flooring, dividers. 
Send for samples. #4’ x 544’ mat $3.95. 


YUCCA POLES 


Give high dramatic 
lines to your win- 
dows! Light weight, 
durable. a ee 
diameters. Prompt 
delivery. 3” diameter 
and over 6 ft. high, 
each $2.40. 











Ss. 
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WRITE FOR 
NEW CATALOGUE 


535 Sutter St., San Francisco 2, Calif. 
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means receiving and selling a given amount at  cted a customer inside his store. Wat 


Wore Attention of merchandise in a given time. d this customer see? What does he Jo 


with | How much a retailer makes on his invest- 


ME US 


« result of what he sees? This depx 

what happens right at the point-of-s:ile, 
where the right merchandise should ‘; 5p 
up” by being attractively displayed 
plainly priced, telling an informative s¢|]- 
ing story. If it is easy for the customer to 
make selection, if the adjoining displays 


7 


ment is determined largely by how often he- 
can re-invest it during the year. It costs 
money to let merchandise remain on shelves. 
The retailer wants to plan his buying pro- 
gram to hold his investment in merchandise 
at a minimum. That is, as low as possible ‘ 
without facing the danger of running out ©*!@ust every sales opportunity by SUgLE st 
of stock on in-demand items before orders  !"8 related items, and if the sale is com- 
can be delivered and placed in stock. The —— then sem a7 then he vi veces 
itehing ‘eike to ‘1 his investment as Properly supporting his merchandise inve 
sae nga cea in articn or go ‘ment through display. Proper display at the 
: the point-of-sale should make it unnecessary to 
leave the spot to complete the transaction 
Every sale is another step forward toward 
offsetting expense and making profit. 

Up to this point we have illustrated the 
value of both proper store planning and 
display in terms of dollars and cents from 
the retailer's point of view. To summarize 
this viewpoint, I would say that: 


beyond his projected sales figure by 
end of the year. 


Window and interior displays can be made 


to help him achieve his goal. There is an 
old saying to the effect that “Merchandise 
well displayed is half sold.” However, such 
sayings only serve to confuse the issue. If 


the merchandise represents value and has 
demand, it can be sold through timely dis- 
plays. If not, it would be just robbing the 
retailer of valuable display space and would 


(1) Proper store planning with good tune 
tional layout and design will “sales condi- 
tion” a retail store, thereby making the most 
of existing space and providing maximum 
display facilities. 


be like placing money on a losing horse. 
This does not mean that certain displays 
can not be made more effective than others ; 
on the contrary, effective displays make a (2) Proper displays with scientific mer 
more convincing presentation. They direct  chandise arrangements that are keyed to 
buying traffic inside the store and then to consumer demand and have visual appeal 
the point-of-sale. A store is just one part can make a retail store work as an efficient 


of a giant distribution warehouse made up © selling machine. 


of all the stores in the community. To- This type of coordinated store planning 
gether, they can do no more than fill the and display creates a selling machine that 
needs of that community. But the outstand- — facilitates stock control methods. Informa- 
ing, efficient stores with proper displays will tion from stock control records becomes a 
attract a larger portion of the total busi- future buying guide for the retailer, keeping 
ness available. No matter how you analyze him up to date and giving him the key to 
it, the only job of display is to focus the keep his selling machine in order and in 


buying traffic for in-demand merchandise to tune with changing trends, It becomes a 





the point-of-sale and then assist in closing guide for buying merchandise, arranging 





These lifelike manniquins are irresistable in four realistic _ the sale. rhe point-of-sale is that place displays on counters, planning windows and 
baby poses, which offer an infinite variety of display where the customer, his money, the mer- feature displays to highlight the most timely 
possibilities for showing jackets, bonnets, rompers, dresses a ; me 3 ; | | die : - : : 5 igh . 
. in fact, anything in infants’ wear. A must for every chandise, the sales Story, an¢ the sales- items, and planning retail advertising and 

infams’ department. Our baby manniquins are 6 months, person are brought together at the same other promotions to bring customers to his 
life size, 24 inches high with adjustable arms. ps , / ‘ ‘ 

Group of tour $75 time. selling machine. 

Ind juall $19.75 ° . . . ‘ . . 

isippibaasnaiie j Retailers can not afford to neglect a single What an opportunity tor national adver- 
Write for cireular on Children Manniquins trom tots to . ies : - Wie , ss ’ nd : F 
4een age, also Junior and Senior Manniquins and Fall display, whether it is in the window, invit- tisers and manufacturers if the will just 
Display Catalogs ing the customer to enter, or right at the take advantage of the tools available! 


point-of-sale, inviting him to buy. A com- 


: a During normal times, every successful 
MIDWEST bination of good displays with  tollow- 


retailer maintains an up-to-date stock con- 


MANNIQUIN DISPLAYS through trom me window So tie pomm-ar- trol system of some kind. How many manu- 


sale will make a well planned merchandising — ; 
wg ‘ ee facturers have attempted to work with re- 
program pertorm efficiently. But poor dis- . 
: : ; tailers and check these stock control records 
plays without follow-through, or no displays 
Jobber Inquiries on Baby Manniquins invited at all. can upset the most carefully planned 





332 N. WATER ST MILWAUKEE 2, WIS. 


for a more accurate analysis of consumer 
demand? Perhaps this is a job for. re- 





merchandising program and contribute to a : ; : ‘ 
searchers, in order to coordinate at one 


oss otf sales ; ; : ; . 
—H A N I H : K —— ; point facts covering every type of retail 
Since retailers can not afford to overlook : 


item sold. A manufacturer specializing in 
FOR SERVICE a single display, why shouldn't advertisers the production of one type item would then 
take advantage of this opportunity for be in a better position to fit his plan into 
mutual benefit by supplying retailers with the overall retail store pattern. 

displays designed to fill their need? 


We will shortly be located in our own 
building where larger space and tacilities 


will enable us to render a_ better and For example: It is the goal of most stores 


7 | ‘ 4 ° . ~e . . : 
complete Service \ retailer's window and interior displays to make each department the outstanding 
Beautiful Show Rooms with modern show must be keved to his overall merchandising one of its kind in town. Thev want. these 

. > > . .e . 1 . af 3 ° 
windows to make selection easy and objective, and not be planned trom an departments to feature real assortments o1 


convenient appearance standpoint only. However, the merchandise, assortments to fill the custo 


Watch for further announcements retailer realizes that eye appeal 1s an im-  mer’s need in different price lines, qualities, 
portant factor and selling influence and, — types, styles, colors. It might be found that 


Hanick’s Display Center of Philadelphia therefore, his bid for sales includes more of the hundreds of diff rent 


items of on 











Now At — ; eve appeal throughout the entire store. This kind available, only three or four in th 
8th & Locust Sts. Philadelphia, Pa. could mean visual stores, open displays, proper quantities would gatisty 90 per cent 
pleasing colors—all those things that appeal of the demand. * 


¢ 


This information wet d inform manutac 





to the eye can be made attractive and also 
@ Please Mention DISPLAY WORLD When perform a useful function. 


sai : urers what rod, 1 the antity 
tine Adee turer it to proc n what quantit) 


Now let's suppose that our retailer. has and when to produ >romote, and adver 
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se it, thereby assisting retailers to b me 
tter merchants. 

So there you have a rough outline 0  ‘e 
tailer’s viewpoint. 

Tie this all up with a sound store planning 
nd display program and I believe you have 
e answer to manufacturer-retailer team- 
ork . . . teamwork that will grow in 
ffectiveness and produce higher profits. for 
1 selling factors. 

\ few manufacturers are budgeting part 
their time now for this type of marketing 
lanning. They have set up programs that 
mcern themselves not only with post-war 
roduct and advertising, but with model 
tock plans, packaging, sales education, 
ierchandising, and dealer modernization. 
A good example is my own company. Last 
ictober we had formal opening of our new 
Visual Merchandising Laboratories. These 
aboratories occupy approximately 20,000 
eet of space, and are devoted exclusively to 
elping our dealer outlets improve their 
istribution and merchandising methods. 
;odyear has long been convinced that 
cientific improvement in distribution is 
econd in importance only to laboratory 
esearch to improve products. 
Through the Goodyear Visual Merchan- 
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dising Laboratories, the company’s independ- 
ent dealers everywhere may enjoy the ad- 
vantage of scientific merchandising studies 
and applications that could be available to 
them in no other way. The equipment, the 
processes, the merchandise arrangements, 
the displays, and all other phases of mer- 
chandising recommended to these dealers 
will have been proved in the national mar- 
ket. As a result of this new program, 
Goodyear is helping the dealer do a better 
merchandising and selling job and, at the 
same time, creating more efficient distribu- 
tion channels. 

“Visual Merchandising” is just what the 
term implies. It is a plan of simplified 
merchandising that makes its chief approach 
from a visual standpoint. Its purpose is to 
make both merchandise and service easier 
for the customer to buy and easier for the 
salesperson to sell. It includes all those 
things you can see in a retail store that are 
supposed to perform a useful function and 
influence sales, such as product and _ pack- 
aging design, store arrangements, window 
and high spot displays, display materials, 
and methods of pricing. 

Goodyear has approximately thirty thous- 
and dealers. In the past 18 months ove1 


by Tony Brinker 

















WAS RETAIL CHAIRMAN , SANTA 
MONICA WAR FINANCE COMM. 
DURING THE WAR. 





QUST THIS 
LAST PRINT To 
DEVELOP, DEAR 
--. VL BE OUT 
PRONTO! 






HARRY 'S HOBBY IS AMATEUR 
PHOTOGRAPHY... HIS WIFE 
SAYS SHE 1S A‘ DARK ROOM 
wipow ” 





DISPLAY DIRECTOR , 
HENSHEY‘’S, 
SANTA MONICA, CALIF. 


STARTED IN DISPLAY IN PITTS- 
BURG, KANSASs,ACROSS THE 
STREET FROM ANOTHER READY- 
TO-WEAR STORE WHERE L.S. 
JANES OF SEARS WAS ALSO 
JUST STARTING. THEN TO 
STORES IN ST. JOSEPH, MO. 
DETROIT, AND ON TO HENSHEYS, 
SANTA MONICA, WHERE HE 
HAS BEEN IN CHARGE OF 
DISPLAY AND PUBLICITY FOR 
20 YEARS. CHARTER MEMBER 
OF DETROIT DISPLAY CLUB. 
FORMERLY VICE-PRESIDENT So. 
CALIFORNIA DISPLAY CLUB. 































NEW YORK CITY 


8 WEST FORTIETH STREET, 


FOR CHRISTMAS * 
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« hi 1,000 of these dealers have been modernized 
Sprinkle Wood Flakes =e Kubes — C ips as a result of our store planning and display 
e e program. One dealer may go all the way- 

Around Window Displays build a new building in a 100 per cent ney 
location—while another only wants to mak« 


Create Color and Appeal - - Good for Creating Unsurpassed Displays = | the most of what he has, usually throug! 


Prompt shipments, latest summer colors, good for almost any type of merchandise. Also salesroom ‘modernization. In almost ever; 
manufacture LAWN GRASS, sand in various colors, stones, tinsels, diamond dust, pearl chips, | stance atter modernization has been com 
sea shells, fibre glass, ete. Can be used for exterior or interior displays. Good around tree | pleted we receive letters of the testimonial 
trunks, pots, pedestals, ete. It’s first choice in leading stores from coast to coast. Gives greater | type. At the rate they come in, it is lik 
coverage, easy to handle. No experience necessary, anyone can sprinkle them around. Also can | fan mail! We have yet to receive the first 
be adhered with adhesives to paper, wood and fabrics. sour note from any dealer anywhere. 

We also have proof to support this pro 
gram from a long-range standpoint. Other 
dealers have already come back for thei: 
second modernization—after expanding into 
new buildings or adjoining space. 

We constantly receive requests from all 
over the country (and, surprisingly, Canada) 
for our store planning and display service. 
These requests come from all kinds of 
merchants, jewelers, ice cream dealers, drug- 

F he, | gists, furniture stores, etc.; of course our 
182P—Wood Kubes No. I—Flat Wood Flakes No. 6—Wood Chips | service is limited to our own tire dealers, 
but this reaction certainly proves that a 


NATIONAL SAWDUST CoO., Inc. | similar opportunity exists for other manu- 
Display Dept. | facturers. 
65 NORTH 6th ST BROOKLYN || In closing, I would like to add one more 
: j : : i a ; thought. I believe the key for success in 
Contact your jobber or write direct if necessary—catalogue furnished. : : 2 ’ oe 
: “ either manufacturing or retailing centers 
around producing and supplying what people 
want. A simple formula for any manufac- 
4 é x 7 | turer might be outlined as follows: 
| 
f om e & ee Us | 1. Find out what people want. 
2. Manufacture what people want. 
3. Plan to allocate this wanted merchan- 


In ROOMS 625 and 626 at The dise in the right proportion by locality. 


. Advertise and build more preference for 


ed oO t te | N e WwW ¥ Oo r k e r | D. ~aeligpsie: mage follow-through and 


distribute efficiently what people want 


| by assisting them to: 
D | sy p LAY M R K ET W - i- K (a) Select ‘the right traffic location as 


; a supply point for a maximum 
JUNE 2h to 29th number of people at a minimum 
expense, 

VT WT W Buy and stock a balanced assort- 
ment of wanted merchandise; 
See Our ~) Promote, advertise, and build 

os = @ Ry 
more traffic for what people want; 


ADVANCE XMAS SHOWING sit get alae We wae eae 


proper displays which are keyed 
yw Vy wy we 


to consumer demand. 


Remember this: Anyone with sufficient 
M capital can start a new manufacturing 
organization, can employ experienced tech- 


nical people with manufacturing know-how, 
1212 G Street, Northwest WASHINGTON, D. od |} and can make a new. product. But the 
product must be sold and must be proved 
before it will be widely accepted. Then 
sales must be pyramided, pyramided, and 
pyramided. This is possible only through 


ye , seen sine sil 

, ‘ an efficient distribution system made up of 

Get Sparkling Display Effects aaie ws Pe who oa aaa “i Cae 
with 


the product and the manufacturer and — last 


























| e DIAMOND DUST — least — always have what people 
JUNE MARKET WEEK | e SILVER FLITTER us 


I sincerely believe that this advanced 
DON’T MISS MOST COM- e CRYSTAL BEADS principle of coordinated marketing planning 
PREHENSIVE DISPLAY LINE SHOWN | e GLASS TINSEL | and teamwork between manufacturer and 


Glass Tinsel is available in Silver, Gold,¢ | ‘ctailer will play an important part in the 
Blue, Green, Red and Black building of tomorrow’s distribution machine, 


DARLING DISPLAYS $ Prices and samples furnished upon request not only for Goodyear, but for the entire 
. structure of American business, large and 
» EMPIRE TINSEL & BALLOTINI co. small. It is of utmost importance becavse 

47 W. 34TH « NEW YORK 1265 Broadway New York, N. Y. 


it especially helps the small businessman— 
a and it is the small businessman who wil! 
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reserve the American tradition of free 
‘nterprise. 

and so ended my message to the 
\ssociation of National Advertisers. 

In closing this presentation to you, let me 
point out that display might be compared 
with an elephant being presented to three 
blind men. Each man can put his hand on 
the elephant and realize that it is something 
big, but it is difficult to conceive the shape 
or just how big! 

I sincerely hope that in making this pre- 
sentation at the ANA convention and then 
again to you retailers and displaymen here 
in Houston today, I have contributed in 
some small measure toward finding this 
common denominator for manufacturer- 
retailer teamwork. 

There is nothing really new about this 
plan. In fact, to some degree, it has always 
been in the minds of both manufacturers 
and merchants. Cluett, Peabody & Co., for 
example, have an outstanding program of 
manufacturer-retailer cooperation which is 
keyed to the retail viewpoint. 

Right now the retail displaymen have the 
opportunity to pick up the ball, and, if 
properly followed through, there will be 
plenty of opportunities ahead for specialists 
in all phases of, let us say, visual merchan- 
dising not just window and interior 
displaymen and women who arrange the 
lisplays and give the merchandise that 
certain touch that make it appealing, but for 
display people who are thoroughly trained 
businessmen and merchants: 

1. Trained research experts with the re- 
search know-how to gather facts and guide 
the entire visual merchandising program... 
men who can keep up-to-date analyses of 
consumer demands, trends, display compari- 
sons, etc. 

2. Display merchandising men who under- 
stand stock control and turnover, to guide 
merchandise exposure and space occupied 
in some relationship to sales possibilities. 

3. Display promotion men who understand 
sales planning, advertising, copy writing, 
for planning and scheduling the dramatic 
presentations to feature in a big way the 
merchandise more people want, during the 
most timely selling periods . . . both in 
windows and inside the store. 

4. Expert store planners and architects 
who know the functions of merchandising. 
Men who can plan functional and eye- 
appealing layouts that make the most of 
store space. Men who can key their plans 
to the overall merchandising objective and 
the habits and actions of people. 

5. Stylists for the selection of high fashion 
merchandise. 

6. Package and product designers who 
understand the entire function of visual 
merchandising; men who key their designs 
to a plan of improving eye-appeal by fitting 
color and design to sales location; men who 
can make merchandise easier to handle, 
easier to buy, and easier to use. 

7. Supervisory heads, or directors, for the 
entire visual merchandising activity . . . 
businessmen with the retail know-how, hav- 
ing a clear conception of the overall job to 
be done. Men who can see that each 
separate function fits with every other so 
that the entire visual merchandising pro- 
gram ends up to be just one coherent, uni- 
fied and effective selling presentation. 
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And perhaps there will be many other 
opportunities ! 

The display activity is growing faster 
than many realize; it is becoming a power- 
ful selling machine which can be made to 
simplify the entire scheme of retail buying 
and selling. It has already attracted the 
attention of men in other fields. Is this 
machine growing so big that the average 
displayman of today will end up handling 
some small phase after stepping aside so 
that it can be operated by more capable 
hands or will the displayman of today 
be able to grow with it? 

Time alone will tell! 





Television Show Features 
Lillian Greneker 

Stars of a recent television show on WNBT, 
New York, were Mrs. Lillian Greneker 
and the new plastic mannequin of The Gren- 
eker Corporation, New York City; the pro- 
gram was “The Lady Means’ Business,” 
conducted by Adelaide Hawley. Mrs. Gren- 
eker’s career in the mannequin field was the 
subject of discussion. 


New Display Studio 
Is Opened In New York 

Original designs*in unusual materials will 
be featured for display use by a new studio 
recently opened in New York City under 
the name ot Leo Russell; it is located at 
111 East 28th street. Those connected with 
the firm are Leo Russell, artist and de- 
signer; Eddie Comes, mechanical engineer, 
and Judith Epstein, artist. Among the de- 
vices already produced is an “electric water 
machine,” used by Lord & Taylor in an 
outstanding display; another makes use 
of light refraction to produce a series of 
moving forms. 


Eureka To Use 
National Advertising 

For the first time, the Stationery Division 
of the Eureka Specialty Printing Company, 
11 West 42nd street, New York City, is 
planning to use national publications to 
advertise its products. Appearing on the 
new Eureka advertising program are the 
following publications: Chain Store Age, 
Department Store Economist, DISPLAY 
WORLD, Geye-'s Topics, Office Manage- 
ment and Equipment, Modern Retailing, 
Modern Stationer, National Stationer, The 
Office, Office Appliances, Pacific Stationer, 
Southern Stationer, and Syndicate Store 
Merchandiser. 





Mannequin Firm Bought 
By De Luca Company 

P. L. De Luca Company, in the manne- 
quin business in Los Angeles since 1942, has 
bought out the firm of Hollywood Fashion 
Figures, of the same city, and the two com- 
panies are now combined under the De Luca 
name. 





Preddy Now With 
Arkansas Firm 

J. Phil Preddy has resigned as display 
manager for Heymann’s, Crowley, La., to 
join Graber’s, Blytheville, Ark., terminating 
15 years service with the former firm. 
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The gay holiday spirit conveyed by the red 
plastic poinsetta; 
abandon 
papier mache 


symbolized by the 
HARLEQUIN, 


The rcmance and inspiration of music 


The carefree 
colorful 


A blend of all these is suggested by 


CHRISTMAS 


ae 
LYNN DISPLAY new’vorn is, 6. Y. 





AN-FORMS 
FOR TRIM 


of 


LADIES 


BLOUSES 
SWEATERS 
COATS 
DRESSES 
BRASSIERES 
CORSETS 
GIRDLES 
SUITS 


CHILDREN AND 
MEN'S WEAR 


Over 20 different 
Styles to suit each 


taste and purpose 
COMING IN 


PAPIER MACHE 


ENAMEL FINISH OR KRINKLE PAPER 
OR IN NEW 


Whether you buy directly or through your 
jobber insist on products of the originators 
of Relief-Display-Forms. 


INC 


RELIEF DISPLAY FORM MFRS. 


Office and Showroom: 
300 WEST 43RD STREET, NEW YORK 18, N. Y. 
Cor. 8th Ave.—1 Block West of Times Square 
Factorv: 345 West Broadway, New York, N. 
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PAINTING WITH LIGHT 
[Continued from page 51) 


converses as need be with the operator at 
the control-switches. 

To round out the “Paint With Light” 
system, Fresnel spotlights geared for day- 
and night-time use are mounted overhead 
and with adjustable depth positions. They 
accent powerfully the merchandise in white 
and stress detail. In the daytime two 1,500- 
watt Fresnel spots are needed to prevent 
reflections; at night two 500-watt spots are 
sufficient. 

At each side of the 
strips of tormentor lights, with 
swivels facing forward. The tormentors cast 
of chromatic light on the 
sparkling  high- 
from all 
tones 


window are vertical 
lamps on 


an intense glow 
merchandise, producing 
lights in iridescent hues, 
front-view angles. The 
tormentors are 


visible 
chromatic 
supplied by the carefully 
chosen with specific merchandise in mind. 
Tormentors may also cast colored shadows 
on the background—complementaries of the 
hues on which they fall. 

Any displayman or color authority, selt- 
appointed or otherwise, can originate his 
own methods of how to paint with light. 
The ideas of the lighting firm which erected 
the John David installation are somewhat as 
follows: 

If the 
red, violet or 
natural blue 
coloring towards magenta—which 
desirable 1f the pink-to-red merchandise it- 
self should have in it a suggestion of ma- 
If the tone of the merchandise leans 
more toward the orange red, then 
straw or amber lighting will help show it 
off. Blue lighting will push the whole effect 
toward the greenish side, and pink lighting 
will bring out the red accents if these quali- 


from pink to 
enhances the 
pushes the 


merchandise 
pink 
whereas 


ranges 
lighting 
color, 


may be 


genta. 
side of 


ties are needed. 

Playing color on the 
tricky 
playman 


merchandise is a 


procedure, especially since the dis- 


always guard against any 
suggestion of a temptation to tint the 
The lighting firm's instruc- 


must 


apparel itself, 
tions continue, however, that 1f merchandise 
is orange to yellow, straw or pink lighting 
enhances natural color, blue enhances green- 
ish tones and pink enhances reddish quali- 
ties. 

If merchandise is green, blue-green, blue 
or violet lights enhance the natural 
Blue illumination blue 
and lights 
qualities in the green. 
pink lighting will point up the 
natural tone of brown merchandise, whereas 
blue will add to the greenish tones in the 
brown, and pink lighting will bring out the 
For blue merchandise, 
brings out the natural color; 
for violet-to-purple merchandise, violet, 
light light blue lighting performs 
the same When the merchandise 1s 
tones of lighting 
and the mer- 
chandise will react dire ctly to other colors. 
When black merchandise is on display, cool 


color. 
stresses the tones, 


amber emphasize any yellow 


Straw or 


reddish elements. 
violet light 


pink or 
service. 
gray, steel-blue 
natural 


white or 


enhance the color, 


colors of lighting are needed. 
Specific instructions would have to go into 
detail to 


every 


have any 
practical value, and lighting 
situation will point exceptions to any set of 
For 


much more elaborate 


single 


rules that any ‘authority may lay down. 
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painting with light is, like painting an 
picture, a fine art requiring a sensitive “feel 
for the medium and a great deal of technica 
know-how. 

Anyone with a few bottles o 
pieces of glass and an ordinary lighted elec 
tric bulb can test the effects of colored light 
and various colored object 
and textures. 

It is difficult, with facilities such as thi 
elaborate equipment provides, to resist th: 
temptation to be spectacular, to over-d 
brightness or garish tones where their tota 
effect may not be desirable. The problem 
are complicated, too, by the three-dimen 
sional aspects of the store window and _ thx 
merchandise; for, like any painting, painting 
with light is primarily a two-dimensiona 
process, except that in this instance it i: 
two-dimensional at different withi 
the window and at different distances fron 
the sources of light. Where there are thre 
dimensions there are shadows to be dealt 
with; and a shadow appears in the colo: 
that is complementary to that appearing 
where the itself is highlighted = in 


colored 


shadows on 


levels 


object 
brightness. 

This new display technique is the medium 
of an art which combines painting, lighting 
and much intellectual planning and arrange 
ment, and whose effect is to create a verit 
able free architecture of color-tonality. — It 
promises to go far as a display medium. 





Prendergast Appointed 
By Fren-Zee 


C. F. David, general manager ot Fren-Ze« 
Store Equipment & Fixture Company, New 
Haven, Conn., has made known today the 
appointment of J. J. Prendergast, Atlanta, as 
a senior associate in charge of the southern 
division of Fren-Zee. 

Prendergast, who has just been released 
from the navy after spending four 
here and abroad, has been a _ resident. ot 
Atlanta for 25 He attended the 
University of Georgia connected 
with the Southern Freight Association and 
Sears, Roebuck & Co. tor a number of years 
prior to the war. 


years 


years. 


and was 





California Club Holds 
Dinner-Dance 

The Elks’ Club, Los 
scene of a gala dinner-dance given by the 
Southern California Display Club the eve- 
ning of June 8. Approximately 300 attended 
the event, which was under the direction ot 
Fred Tabery, The Tabery Corporation, as 
chairman of the entertainment committee. 

A great many door prizes were awarded, 
including a Palm suit, nylon 
sport shirts, and boxes of candy. 


Angeles, was the 


Beach hose. 


Englishmen Visit 
DISPLAY WORLD 
recent DISPLAY 
WORLD, Cincinnati, were F. R. Pettifer, 
assistant director, and W. T. Hurworth 
advertising manager, of E. Pollard & Co. 
Ltd., London; the firm is one of Europe's 
largest in the outfitting line. The 
men, who have since returned to England 
were in this country to post themselves o1 
the latest developments in store fronts, in 
teriors, and display. 


Among Visitors to 


store 
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"The Cloisters'' Shows 
Display Pieces 

The services rendered to modern business 
by The Metropolitan Museum of Art, New 
York, is exemplified in an unusual display 
which opened at The Cloisters, the Museum’s 
branch in Fort Tryon park, on May 28. It 
will be on view daily, except Mondays, 
through June 23. 

Five screens inspired by The Cloisters’ 
famous Unicorn tapestries are shown with 
the artist’s sketches and with photographic 
details of the tapestries themselves. Bread- 
ing Furst of Bergdorf Goodman created 
these screens, with their striking designs 
of animals and foliage, for a recent Metro- 
politan Diamond Jubilee Celebration window 
display. (See the New York article in this 
issue.—Ed.) 

James J. Rorimer, curator of The Clois- 
ters, was so intrigued with the screens that 
he 1s having them exhibited “with the dual 
purpose of amusing visitors to The Cloisters 
and demonstrating how an original modern 
artist can make use of the inexhaustible 
riches of the Museum’s collections. In this 
case,” he points out, “the designer has real- 
ized the beauty of the coloring and _ the 
intense pictorial realism in the Unicorn 
tapestries, and has translated his enthusiasm 
in his own novel way.” 

The artist's “own novel way” is expressed 
in one of the screens by a unicorn made of 
white quilted satin with jewels for eyes and 
a background of trees and flowers of the 
period. Many of the plants depicted are 
erowing in the gardens at The Cloisters. 

The hunting scenes which inspired Furst 
belong to a set of 15th century tapestries, 
probably the finest in the world, presented 
to the Metropolitan by John D. Rockefeller, 
Ir., in 1937. They were woven in Flanders 
or nearby France to commemorate the 
marriage in 1499 of Anne of Brittany to 
Louis XII, and represent “The Hunt of the 
Unicorn,” a legend combining mediaeval 
religious allegory with the symbolism of 
love and marriage. 





W. C. Bowman Is Dead; 
Was Display Veteran 

William C. Bowman, for more than a 
quarter-century with Woodward & Lothrop, 
Washington, died on Sunday, May 26 while 
in a local hospital. A veteran displayman, 
Bowman served the store as window display 
manager until 1943, at which time he was 
succeeded by D. L. Herndon but continued 
with the department. He is survived by his 
wife and two brothers. 


Showcases, Counters, Etc., 
Continue Under OPA 

The Office of Price Administration has 
ssued Amendment 80 to MPR-188 in order 
to clarify the standing of certain items of 
lisplay equipment under price control. Still 
inder price restrictions are showcases, cab- 
nets, shelving and counters. The OPA 
made the following statement in connection 
vith the amendment: “The general listing 
t store display equipment contained in 
\ppendix C (pertaining to the original 
irder) is also amended so that only specific 
types of store display equipment will remain 
inder price control (listed above). The 
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general listing included many articles which 
were eligible for suspension from price con- 
trol in accordance with the standards set 
forth in the statement of considerations ac- 
companying Amendment 77 (recently issued 
listing suspensions). The general effect of 
the accompanying amendment is to suspend 
from price control over-counter, floor and 
window display fixtures for stores, such as 
card frames, ticket holders, stands, display- 
ers, garment racks and mannequins.” 





Clay Billingsley 
Passes Out Cigars 

H. Clay Billingsley, sales representative 
of the Garrison-Wagner Company, St. Louis, 
and Mrs. Billingsley are receiving the con- 
gratulations of their friends on the arrival 
of their first child, a son, who was born on 
June 3. The eight and one-half pound boy 
has been named H. Clay Billingsley, III: 
he represents the fifth living generation on 
the maternal side of the family and the 
fourth on the paternal side. 





New Display Jobber 
In Hollywood 

Artistic Displays has entered the display 
jobbing business at 5152 Hollywood boule- 
vard, Hollywood 27, Calif., and will handle 
all types of display materials and acces- 
sories. Clarence G. Switzer is manager, 
and associates are William and Thomas 
Shannon. The company is interested in 
representing leading display houses in its 
territory. 


Sleeve Form Company 
Taken Over By Palazzo 

Following the death of Edwin Goodman, 
of the Goodman Flexible Sleeve Form Com- 
pany, some time ago, all patent rights to 
the device have been purchased by Louis 
Palazzo, who will continue the manufacture 
and sale of sleeve forms under the new firm 
name of Palazzo Sleeve Form Manufactur- 
ing Company, at 1773 Seward avenue, 


Bronx, N. Y. 


Correction Noted 
On Houston Meeting 

It has been pointed out to DISPLAY 
WORLD that the Southern Display Asso- 
ciation’s report of the Houston Conference 
in the last issue was incorrect as to the 
sponsor of the breakfast given on opening 
day in honor of local and visiting mer- 
chants. The breakfast was sponsored by 
R. L. Paxton, display director for Shudde 
Brothers, Houston. 








We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general con- 
sultation on display problems. No 
charge is made for this service, of 
course. 
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NEW YORK CITY 


°-8 WEST FORTIETH STREET, 


FOR CHRISTMAS 
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For Unusual Win- 
dow Displays and 


Interiors Consult 


UZARI 


WRITE SUZARI MARIONETTES 


112 EAST 16th STREET, NEW YORK 3, N. Y. 
or Phone: GR 3-6699, CH 2-1217 








A CHANGEABLE PRICE CARD 
THAT ADDS TO THE 
ATTRACTIVENESS OF ANY DISPLAY 














Special price cards 
made to order with 
name of company 
or trademark. W rite 


us for information. 








Ideal for window, counter and showcase 

display, these attractive Changeable Price 

Cards catch the eye, are easy to read. Not 

only can they be changed to show differ- 

ent prices in dollars and cents — but they 

can be adjusted so that the numbers are at the correct angle 
tor easy readability whether they are up high or at eye level. 
Available in Gold or Silver, they're really Aandsome! 
20 embossed, die cut and scored foil price holders, ready 
for assembly with 440 matching figures from 0 to 9, dol- 
lar and cent signs and decimal points. A real value at $2.00. 
Order through your job- 

ber. Or write direct: 

EUREKA SPECIALTY 

PRINTING COMPANY 

Stationery Div. 


Dept. DW, 11 W. 42nd St. 
New York 18, N. Y. 








“MOLDING 
~S&) \ 
Y y 


» 


JUNE MARKET WEEK CASTING COMP’DS 


DON’T MISS MOST COM- 


PROVEN PERFORMANCE 


PREHENSIVE DISPLAY LINE SHOWN WRITE FOR PARTICULARS 


oy Ia temo eT e-N a8 | CEMENTEX COMPANY, Inc 


47 W. 34TH * NEW YORK 336 CANAL ST., NEW YORK 13, N.Y. 
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"Decorative Armorply" 
Is New Product 


Among newly developed display material 
is one called “Decorative Armorply,” use 
recently for the first time by a men’s cloth 
ing store, the John David unit located a 
Fifth avenue and 49th street, New York 
City. Forming a curved frame around the 
inside of each of the windows of the store 
the material was found to be an inexpensive 
and realistic substitute for moulded or 
curved wood. 

Composed of a thin veneer of fine wood 
bonded to a metal backing, ‘Decorative 
Armorply” has flexibility as its outstanding 
characteristic. Technicians of United States 
Plywood Corporation, the firm which devel 
oped and produces the material, state that 
it is pliable to the limit of the veneer and 
metal used. In the John David - store 
aluminum, a metal easily formed, is used 

The structural quality of the new material 
permits its use in display windows for 
other purposes besides frames, it is said; 
it could be used for the background, or 
perhaps in the actual display. The thin 
veneer of wood needed in the manufacture 
of “Decorative Armorply,” only 1/48th of 
an inch thick, accounts for its higher avail- 
ability than products where wood of a 
thicker substance is used. 


Enamored Marine 
Filches Mannequin 


It was a case of love at first sight when 
a discharged Marine, who had been helping 
celebrate a friend’s wedding, saw a gingham- 
clad mannequin in a window of The Paris, 
Cincinnati, early on the morning of May 26. 
To the accompaniment of appropriate wolf- 
calls, he smashed the window with his fist, 
wrestled the figure into the street and de- 
camped. Police found him a= short. time 
later, bleeding copiously from the right 
hand and clutching the remnants of the 
mannequin to his bosom. 

Explaining his actions on the ground ot 
a sudden love for the mannequin, the Marine 
lamented the fact that he had “busted her 
all up getting her out.” He was held for 
investigation. 


Firm Announces 
Flame-Proofing Material 

Sentry Products Corporation, a new West 
Coast organization, is launching a national 
sales campaign under the trade name of 
“Sentry Flame-gard,”’ according to Robert 
LL. Bowlsby, president. The product, pack- 
aged tor dealer sales, has exceptional flame 
and moth-proofing qualities in connection 
with textiles. Two other varieties, fot 
special applications, protect wood and can- 
vas from fire and destructive pests ove! 
long periods. General offices of the firm 
are located at 436 West Arbor Vitae, Ingle- 
wood, Calitornia. 


Forms Display Firm 
In Phoenix 

A new organization known as Arizona 
Displayers, Inc., has been formed at 1726 
Grand avenue, Phoenix, according to Wil- 
liam C. Forrester. A complete line of dis 
play items will be handled. 
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Flannery And Associates 
Name W. J. McCarthy 


W. J. McCarthy has been named director 


aterial 


FOR REALISTIC 
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s cloth DISPLAYS of merchandising for Flannery & Associates, > 
ated a . cH Pittsburgh. McCarthy's career is abundant as 
v York i with merchandising experience in the sales 
und the | and administrative phases, and also its ~ 
e store practical application. It was started in © 
‘pensive Brooklyn with Abraham & Strauss, and later 
ded o1 progressed to R. H. Macy & Co., New Y 
a York, where he served in the administrative 
e wood GRASS MATS Ke branch of merchandising. faa 
-orative In 1939 McCarthy entered the chain store 
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er Gestble, pltable ead yin nd 100 a ing manager of the central and northern 
lis fist, Indispensable to the display man. , New York oa es In 1943 when O 
ee a eadnads ot debi eine Hibin the Goodyear Tire & Rubber Company was 
t time Moldings Decorative aioe and mihery saved aneidhs weiter ectlagencice008 “ty ine 
sini backgrounds. retail stores, he was selected as merchandis- 
a Sensi bie sei sisal wanitadae ouiilaas ing analyst working out of Goodyear head- — 
Pie jority quarters in Akron. While with that firm he — 
_ developed and set up a simplified system ol an 
it alia METAPHANE unit control on associated lines of mer- 
.d her —th r aa ae 4 chandise which was to form the sales and < 
‘Id for pay pr gy tn pone yee guide ior all Goodyear) stones: am 
dealers. 
+ pele mapa I: gy worker. With Flannery & \ssociates, MeCarthy’s co 
merchandising skill and knowledge are being 
SAMPLES ON REQUEST coordinated with the art department and 
Write Mr. Ryan on ‘Me Genes store planning department, ts -sanaring 
» Wn clients ——— ad = yp — e 
. effective because they are based on actua 
a Ww. at. S, Done Se. Inc. sales performance in the field. ” 
Robert 48 W. 48th St., New York City 19 ‘iit Til < 
pack- Offices New York, Chicago, Boston, Newark oo —— > 
| flame By Gertrude Kelly 
rection For the past six months in charge of the — 
s, fot “Little House” budget decorating depart- — 
d can- Write for Our NEW CATALOG ment of L. S. Ayres & Co., Indianapolis, ee 
s over 76 Pages — 1,000 Illustrations Gertrude Kelly has been named display man- oe 
e firm FREE for the Asking ager of the firm. She was formerly with 
Ingle- Ready for mailing the end of June F. & R. Lazarus & Co., Columbus, and at Bs 
THE FIXTURE MART, INC. one time was with Michigan State college as 
314 W. Jackson Blvd. Chicago 6, Illinois home furnishings specialist. O 
Snedecors Injured © 
. In Auto Wreck 
nlaerroe WINDOW DISPLAY Ken Snedecor, L. A. Darling Company, O 
LL 


t 1726 | Br a , “ ial sia 
de sronson, Mich., and his wife were injured 
» Wil- MATERIAL in an automobile accident a few weeks ago. 
rt dis BECKER SIGN SUPPLY CO. Snedecor is reported as making a good re- 


319 - 321 N. Paca St lidttennee 1. a | covery, but Mrs. Snedecor remains in serious 


condition with a broken back. 
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Opportunity Exchange 


DISPLAY MAN or DISPLAY | 
SALESMAN 


FOR RESALE ... to take full charge — manage — a 


thriving display jobbing house. 











No Investment Required 


Dickens Christmas Carol ... but high commission and division of 
profit insure excellent earnings and per- 

SERIES OF 12 DIORAMAS manent, secure future to right person. 
There are only a few sets in the U. S Replies treated confidentially 


Were used only once during our Christmas ee Co. 


Season last year— Columbus, Ohio 





Scenes done with 3 dimensional figures dressed 
in authentic costumes; walls and properties in 


authentic detail. WANTED 
Scenes consist of Display Man and Card Writer 


Scrooge retuses to give alms. 
-Marley’s ghost talks to Scrooge. for department store in Alliance, Ohio. 
3—Scrooge dreams of the Fezziwig Ball. 
Scrooge dreams of his childhood sweetheart. 
—The jolly spirit of Christmas Present comes to Scrooge Boston Store. 
in his dreams. 
—Scrooge dreams of his nephew and his happy home. 
Scrooge dreams of Bob rate and Tiny Tim. STARK’S BOSTON STORE 
8—Scrooge dreams that he dies and that none of the people 
pan Tsay ALLIANCE, OHIO 
—Scrooge wakes up and as a result of his dream decides 
to be a miser no longer, but to reflect the generous 
spirit of Christmas. 
Scrooge goes out into the street giving money and AGENTS and DEALERS 
spreading Christmas cheer. 
hecaaan goes to his nephew’s house for Christmas dinner W A N T E D ! 
and party. for fast selling line of 
Scrooge takes Tiny Tim to church. DISPLAY TOOLS & SPECIALTIES: 
Display Cutters, Midget Cutters, Stencil 
Knives, Combination Pencil and 
Stencil Knife, Double 


Contact: RICHARD B. VON MAUR End Pencils 


These handy tools speed up and do better 
Petersen-Harned-Von Maur Sok. cae te cas ae ce 


Attractive commissions. Write at once to 


MARK SPECIALTY CO. 


406 Temple Bldg. Rochester 4, N. Y. 





Interview can be arranged. Apply Stark's 








Pictures sent on request 


Davenport, lowa 














POSITION WANTED “LESSONS IN WINDOW DISPLAY” 


DISPLAY JOBBERS 
Top-flight display executive with lady rect Sey eg gr ge up-to gale ong 
assistant desires change together. Win- ina noacinlet lee da hs Ray wating make from 40% to 50% mark-up on our 
dows, display advertising, cardwriting, ner. Over 500 pages with 1,000 sketches to show gorgeous line of natural-looking 

backgrounds, interior, and proper fashion you how. Write for circulars. 
coordinating of utmost knowledge and WILL H. BATES, Box 101, Ellsworth, Ill. FLOWERS and FALL FOLIAGE 
experience. Sound merchandising ideas; Sample assortment — $15 to $25 
both dependable and aggressive. Now in , _ ; q 
a largely populated area. Photos of win- Excellent proposition for Midwestern, 


dows on request. All replies acknowl- Outstanding Southern Central and Western jobbers. 


— DISPLAY MANAGER 
Address “E. A.” Available Address “A. M.” 


Care DISPLAY WORLD Care DISPLAY WORLD 


Now employed, in present position 10 




















years. Capable, qualified all phases of 
CORRESPONDENCE INSTRUCTION—In Win department store display. ATTENTION PLEASE! 


dow Display, Advertising and Card Writing. ae ee ae : 
In continuous operation for nearly 40 years with és ” New Y ork display and fixture manutac- 
— 20,000 a renga “ nearly every country in Contact Box S. W. turer desires to be represented by jobbers 
the world, New graphic instruction and new - sale » -rritorie . 

short courses now svasiahin at special prices. Care DISPLAY WORLD i salesmen. All scenic er 
Write for catalog. THE KOESTER SCHOOL, stating salary Address Box “A. E.” 

300 W. Adams St., Chicago, Ill. -? Care DISPLAY WORLD 
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WANTED 


COMBINATION MAN 
ADVERTISING DISPLAY 
CARDS 


High quality store in central 


| Ohio, city of 15,000 has open- 
ing for man with qualifying 
experience. Good salary and 
permanent opportunity. State 


full particulars in letter. 


Address Box “‘W. I.” 
Care DISPLAY WORLD 


FOR SALE! 
ARMY SURPLUS 
Genuine Bostitch Staples 


S. H. Cr. 5019% or 3 Chisel point, in 
perfect condition. 
Price per box of 5000 $1.35 
(F.O.B. Los Angeles) 
No less than 20 boxes sold 
Hurry, Hurry, send your order today. 
They can’t last long at this low price 


JACK WEISER 


6159% ORANGE STREET 
LOS ANGELES 36, CALIF. 








WANTED 
DISPLAY MAN or WOMAN 


For fine woman's store, who can trim 
windows and write show cards. In a 
small growing town in California. Give 


cetailed experience and salary wanted. 


Address BRADLEY’S 


MARYSVILLE, CALIFORNIA 








WANTED — EXPERIENCED SALESMAN 


Qualified to sell entire range of display equipment and 


decorative materials. 


Southeast territory open 


Exceptional opportunity for right party to make 
connections with the fastest growing display house in 


the South. 


Liberal Commissions 


Address “G. D.” 
Care of DISPLAY WORLD 








NEW LINES WANTED 


Rhode Island display firm desires new 
lines for steady, growing trade. Only 


exclusive representation considered. 


Address “fH. D.” 


Care DISPLAY WORLD 


EXPERIENCED 
DISPLAY MAN 


for 


EXCLUSIVE MEN’S STORE 


Permanent Position 


Good Salary 
References required 


Address “‘M. S.”’ 
Care DISPLAY WORLD 


WANTED TO BUY 
One good used or rebuilt 
CUT -AWL 


TERRY FARRIS CO. 
Edinburg, Texas 














NEW LINES WANTED 


We display Honolulu, the greatest city 
in the Pacific. 


We can offer display manufacturers ex- 
cellent representation. 


What have you to offer? 


ACADEMY DISPLAY CO. 





BOX 2425 
HONOLULU, T. H. 


ATTENTION 
DISPLAY DIRECTORS! 


WANTED 


Used and Obsolete Display Fabrics 
Short Lengths or Full Pieces. 
Cotton—Rayon or any other fabric. 
Send Samples and Details to 


I. H. RABSTEIN & SONS 


637 BROADWAY 
NEW YORK 12, N. Y. 


SIGN HOLDERS 
FOR SALE 


1/16th and 1/8th size 
OXIDIZED SIGN HOLDERS 


Will sell one-half cost 
Contact Cruz Medellin, Display 
Manager 
WOOTENS 


TEXARKANA, ARKANSAS 




















COMBINATION DISPLAY 
AND ADVERTISING MAN 


| Urgently in need of capable man, alert, 
| progressive, capable, original. Must have 


good experience and record. No bluffers. 


| Firm established 53 years. Popular 
| priced store. Full particulars and refter- 
; ences in first letter. Salary $65.00 to 


$75.00 per week, depending on ability. 
A. Sackim Company 


Iron Mountain, Michigan 








SALESMAN 


To sell Animated Displays 
-to stores for general use. 


Also special Christmas Displays. Com- 
mission basis. Write us fully regarding 
lines now represented and _ territory 
covered. Our salesmen know of this ad. 


Address “C. F.” 


Care DISPLAY WORLD 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 

USED DISPLAY EQUIPMENT 
FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch 
CASH WITH ORDER 
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Display 
Worid 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any displav problem. 

OC) Air Brushes 

|; Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
‘} Color Lighting 
Composition Pieces 
Crepe Papers 
Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Forms 
Display Furniture 
Display Letters 
Display Racks 
Drawing Boards 
Dye, Rug and Carpet 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 
Flags and Banners 
Foils 
Glass Specialties 
Grass Mats 
] Hosiery & Shoe Forms 
] Invisible Glass 
_) Lithographed Displays 
~] Mannequins 

Metal Sheets 

Millinery Heads 

Motion Displays 

Motion Mechanisms 

Mouldings 

] Natural Foliage 
[] Pageants & Exhibits 

] Paper Sculpture Displays 
{] Papier Mache Specialties 
(] Photographic Blowups 
[] Plaques (Window) 

[) Plastics 

-] Price Cards—Tickets 

] Price Ticket Holders 

Ribbons 
[] Sale Banners 

Show Card Colors 

Show Cards 

) Show Case Lighting 

Show Cases 

Store Designing 

Socks—Window 
_] Store Equipment 
{ } Signs—Brass—Bronze 
[] Signs—Card Holders 

Signs—Electric 

Sign Printing Machines 

}] Sleeve Forms 

] Store Fronts 

Tackers 
[] Time Switches 
[]) Turntables 
[) Veneers (Imitation) 

[)-Wall Board 
| 


IOOOOOOOOO 


JOOOOOOoOoO0Oo 


WLILIL 


C 
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C 
C 
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Li 
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Wigs 
() Window Lighting 
[] Do you wisk a copy of their catalogue? 
{] Do you plan to remodel your store soon? 
[) Do you plan to build a store soon? 


MAIL TO 
DISPLAY WORLD 
CINCINNATI, OHIO 


Firm 

Display Manager 
Street 

City 








ADVERTISI 


NG INDEX 





JUNE 


A 
Abacot Displays, Inc. 
Adler Jones Co. 
Advance Displays, Inc. 
Alleock Manufacturing Co 
Allied Display Service 
Arranjay Wig Co 
Arrow Decorative & Fixture Co 
Artex ( orp 
Arts & Flowers 
Austen Display 


Ballou Co., E. C. 

Barrango Co., C. 

Becker Sign Supply Co. 

Bonafide Display & Decorative Co. 
Bosch & Westerloo 

Bridge, Everett M. 

Brueser Studio, Inc., Eve 


adillac Plastic Co 
armen-Bronson Co. 

ementex Co., Ince. 

entury Lighting, Inc. 

‘harrot Co., ‘ Je 

hicago Cardboard Co 

ohen Co., Art R. 

ole Built Products 

olonial Decorative Supply Co 


D 
Darling Co., L. A..95, 124, 128, Inside Back Cov 
Dazians, Inc 
Decorative Plant Co. 
DeWeese Display Equipment Co 
Dingleman-Wolff Co. 
Display Craft 
Display Equipment Corp 
Display Mannequin, Inc 
Display Manufacturers Mart, Inc 
Display Products Co. 
Doerr & Associates 
Durable Displays, Inc. 
Duran Style-Rite 


E 
Eaton Brothers Corp 
Empire Tinsel & Ballotini Ce 
Eureka Specialty Printing Co 


I 
Fastener Corp 
Feder Industries, Ine 
Fixture Mart, Inc., The 
Fleming, Katherine B 
Foil-Rol 
Krankel Associates 
Fren-Zee Store Equipment & Fixture 
Fryman, Leroy W 


Gayen Displays 
Garrison-Wagner Co 
General Display Corp 
Glo-Brite Products, Inc 
Grimaldi Studio, Joseph 


H 
Haida Displays, Ine., Victor 
Halsen Mtg. Co 
Hanick’s Display Center 
Hecht Fixture Co., The 
Henry Hanger Co. of America 
Hertie, Ine 
Hurlock, W. ¢ 


Imans 


Kaplan Product 
Koester School 
Korrect-Way Products 
Kurtis Studio, K. G 


verne Originals 


Lee Plastics 


1946 


Leuer & Co., James 
Liliput Display 
Lioyd COs, Inc., won, & 


Lynn Display 


Mache Displays 

Madisonia Manikins 
Magnani Mannequin Co. 
Maharam Fabric Corp. 
Marcus Window Display Service 
Mayorga Mannequins 
Messmore & Damon Studios 
Midwest Manniquin Displays 
Mileo, P. C. 

Modern Displays 

More Displays 

Mutual Display Mfg. Co. 


N 


vaegele-Horner, Inc. 

ational Art Studio 

National Assn. of Display Industries 
,ational Card, Mat & Board Co. 
Jational Hanger Co., Inc. 

Jational Sawdust Co., Inc. 

vatural Creations 


() 


Ohio Advertising Display Co. 
33, 101, 102, 105, 114, 119 
Oltmanns Decorating Co. 114 


P 
Pacco Display Co 
Penn Traffie Co. 
Photocraft Display Co., 
Pin-Rose Studios 
Podgor Co., Inc., Jos. E 
Prisco Bros. 


Quensell Displays 


R 
Radiant Glass Fibers Co 
Redikut Letter Co. 
Regalia Manufacturing Co. 
Reyburn Manufacturing Co., 
Rice-Bayersdorfer Co. 
Ris-Art Display Co., The 
Roehl, Virginia 
Rubner, Inc., Gustave 
Rustic Furniture Co. 


Scheuer Creations, Inc Inside Front Covet 
Sherman-Weir, Inc 8 
Sherwin-Williams Co Back Cover 
Shipman, Frederic 

Shopsin Paper Co 

Siegel, Inc.. Nat 

Silvestri Studio 

Solistan Rug Co 

Speedway Manutacturing Co. 

Staples-Smith, Inc 

Stempler & Sons, Barney 

Stensgaard & Assoc., Inc., W. I 

Stillman Art Displays ; 

Suzari Marionettes 


Tattel Bros 

Fally-Ho Display Studio 
Thayer & Chandler 
Timbertone Decorative Co., Inc 
Timely Service, Inc 

Poll, Murray 

Transparent Shade (« 
lropicraft 


United States Plywood 


Van Ryper 


\W 


Western Display (« 
Williams, Inc., Jas. B 


Zemitzsch, Walter E 
Zeppen-Field Studio, W. M 











, 1946 


104 


ly ol 
119 





AMERICA’S 


FORM 


HEADQUARTERS 
* 


F-27 
Ladies’ Blouse, 
Sweater and 
Slack Suit Form 


F-631 


Men's Sweater, 
Slack Suit or 
Work Suit Form 


B ny mere, 
F-329 
New Ladies’ Shell 
Form 


F-2 
New 
Brassiere Form 


F-628 
Collarette and 
Accessory Form 


F-449 
F-475p 


Look to the Leader for all 
that’s new in Display Forms 


, 


Darling display forms speak “volumes” in sales 
for aggressive retailers everywhere. The production 
of the most extensive line in America is based on 
an experienced study of your needs. Here is top 
style, quality and value! Not alone in shell forms, 
but in a complete line of full round forms. May 
we suggest you write for the New Catalog 185, 
now at the printer’s, which will show items you 
need in papier-mache and composition. If you 
need Women’s, Men’s or Children’s Mannequins, 
please mention which you desire in our Manne- 


quin Portfolios. Don’t delay — Write Now! 


L.A. DARLING COMPANY 
BRONSON, MICHIGAN 


NEW YORK DISPLAY ROOMS and EXPORT DIV., 47 W. 34th ST. 
CHICAGO DISPLAY ROOMS, 222 W. ADAMS STREET 


DARLING 
DISPLAYS 


FOR THE FINEST IN SHELL FO RMS 


F-345P 


NEW CATALOG 
METAL DISPLAY EQUIPMENT 


In planning your store display require- 
ments in metal equipment, make sure 
you are on our list to receive the New 
Catalog 180, which presents the most 
comprehensive line of metal display 
equipment ever offered by Darling, the 
world’s largest manufacturer. 


Riprertavs 
JN {DISPLAYS 
DISTRIBUTOR 


In all Principal Cities, you will find 
the Darling Displays Distributor the 
dependable source for everything you 
need in display equipment. 
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Sherwin-Williams QUALITY SHOW CARD 

COLORS come ready to use in brush or pen 

—Dry rapidly to a smooth, brilliant matte finish 

that possesses unusual attention value. They 

have a clean, pleasant odor with remarkable 

resistance to spoilage, caking in the bottle and ps 
hardening in the brush or pen—Available in DARK RED 
glass jars with tight-closing, screw-top Covers in 

¥, oz., 2 0z., 2 pint, pint, quart and gallon sizes. 


When mixed with Academic Process Extender Sherwin- 
On You Williams Show Card Colors are converted into excellent 
screen colors for signs and cards that are to be used 


indoors. | part of Academic Process Extender to 3 parts 


CAN USE S-W of S-W Show Card Coler gives the necessary increase 


in body to the color for good screening consistency— 

SHOW CARD COLOR FOR Give it a try. We know you Il be more than pleased with 
the results. No clogging of the screen when you use 

Process Extender. Clean screens after run 


Acad 
SILK SCREEN WORK with only No inflammable thinners required. 


Mew BACKGROUNDS I 


TO HELP YOU CAPTURE PUBLIC ATTENTION 


Duo-Curve and Pleat-Curve, each with new ERO 
captivating molded curves are waiting to bring 71 \ 


new distinction to your windows and interior 
settings. 


Their towering 8 Ft. height is available in either 
4\4 Ft. wide panels or 9 Ft. continuous rolls. . wad 
Sturdy construction saves time in installing, e . JZ 


because they require practically no tacking 
or fastening. 











Pleat-Curve is made up of 21,” vertical looped 
pleats, and is available in 4 two-toned colors, 
Rose, Blue, Green and Yellow—as well as 
White Satin finish. 


WHITE SATIN FINISH PLEAT-CURVE | 
8 Ft. high x 4% Ft., 2 panels to a carton. . per carton $12.00 T0 CHOOSE FR | 


8 Ft. high x 9 Ft. continuous rolls per roll $10.75 
me Light to handle—Heavy on th 
TWO-TONED COLOR PLEAT-CURVE Sila.” Suet dee tities ane 
8 Ft.x 4"; Ft. panels, 2 panels to a carton . per carton $15.00 been waiting for—made in bot 
8 Ft. x 9 Ft. continuous rolls per roll $14.45 light wire and’ heavy wire sim 
Duo-Curve has eight 2° molded, gummed flutings alternated —take your pick Two lengths , 


with 5” vertical flat strips done in White Satin Finish. eusil k f tial 
Sta os. < pt 

8 Ft. x 4 Ft. panels, 2 panels to a carton. . per carton $10.15 P “ lori ~_ — “7 

8 Ft. x9 Ft. continuous rolls -... per roll $10.25 types of tackers available. 


SEE ALL THESE ITEMS AT YOUR NEAREST hale: Cre DISTRIBUT 


SHERWIN 
_W J ILIA 
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